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DYNAMIC DEMOS, like the one 
pictured at left, are the special- 
ty of Hotpoint’s A. Claud Tindle, 
who says, “You can’t use this 
kind of a demonstration with 
every customer, but it is being 
done and it is very effective.” 
This is one of the many striking 
methods he employs in his dealer 
sales training course, called “117 
Reasons Sales Are Lost... Other 
than Price.” No dealer who has 
taken the course has accepted 
Tindle’s challenge to make him 
prove a sale was lost because of 
price alone. " 





JACK SPARKS’ NEW POST is 
chairman of Brand Names Foun- 
dation’s steering committee for 
its newest division, the long- 
awaited Appliance-TV dealer 
group. Sparks, vice-president of 
Whirlpool Corp., will be assisted 
by Edward R. Taylor of Motoro- 
la, Homer L. Travis of Kelvina- 
tor and Jack M. Williams of 
RCA. » 


OUR MAN IN TOKYO reports that 
Toyo Electric is through with 
Isokichi Nagao, inventor of a 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW RCA WHIRLPOOL 
2-SPEED WASHER AND 
2-CYCLE DRYER 
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~~ Get the full story on these 
two “hot’’ models from your 
RCA WHIRLPOOL distributor. 


Model LJA-33 washer <<=>> 
LJA-38 with Suds-Miser® — i anf : 


Model LJD-22 electric dryer CORPORATION 


Models LJD-27, LID-28 gas dryers ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Join up! . . . it's easier to sell RCA WHIRLPOOL than to sell against it! 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trademorks S& ond RCA authorized by trodemork owner Radio Corporation of America 
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new type of color TV receiver. The unit, shown 
last summer, was being touted as a technological 
breakthrough, although detailed information 
was withheld until Toyo applied for a patent 
(EM WEEK, July 8, p4). 

Now Toyo says it has spent $28,000 to help 
Nagao develop the unit but still hasn’t submit- 
ted patent application. Toyo is severing connec- 
tions with the inventor and has no prospects of 
getting any money back. a 


CLAIRTONE GOES INTO TV WITH ONE MODEL, a stereo 


theatre with a 23-inch TV, AM-FM tuner and 
stereo phono for $959. s 


LATEST OLYMPIC DROP-IN: AM-F'M table radio (model 


AFM-16) featuring automatic frequency con- 
trol. List price: $39.95. = 


NO FUTURE FOR HOME DRY CLEANING UNITS? Accord- 


ing to Judson S. Sayre, Norge board chairman, 
speaking at a meeting on the future of coin-op 
dry cleaners, cost, operating difficulty and serv- 
ice problems are too great for a mass market to 
develop around home units. . 


PHONOGRAPH SALES ARE GAINING MOMENTUM, mak- 


ing September the best month of the year for 
manufacturers according to Electronic Indus- 


What Happened At NEMA’s 
Thirty-Fifth Annual Meeting 





tries Assn. figures. In September, the factories 
sold 328,045 stereo units (up 35.46% over Au- 
gust) and 124,142 mono units (up 16.94% over 
August). For nine months, however, total in- 
dustry sales are running 16.66%, or 507,976 
units, behind 1960’s pace. * 


NORGE FACTORY SALES SOARED 26% in October over 


last year, moving year-to-date volume 33% 
ahead of last year. Judson S. Sayre, Norge board 
chairman, said the sales total for the first 10 
months exceeded that for all of last year. He 
said that home laundry equipment sales and ex- 
pansion of coin-operated dry cleaning volume 
accounted for the increase. . 


TWO HOLDOUTS HAVE JOINED.NEMA’S voluntary cer- 


tification plan for air conditioners. Carrier and 
Emerson Radio & Phonograph are the new par- 
ticipants. Carrier also announced that it has 
applied for membership in the room air condi- 
tioner section of NEMA. York has not yet made 
an announcement but they are expected to join 
the certification plan this week. This would leave 
only Emerson Electric Co. of St. Louis and Frig- 
idaire as non-participants. ® 


ZENITH HAS JOINED THE $149.95 CLUB with its lead 


stereo console series (SFH2500), originally 
priced at $179.95. This puts Zenith in line with 
rest of major manufacturers who opened new 
model year with $149.95 leaders. e 





its 1962 public relations program to- 
ward achieving a broader awareness 
of the “industry’s basic importance 
to the nation’s economy and to the 
welfare of the American people,” ac- 
cording to R. H. Smith, secretary, 
the Reliance Electric & Engineering 
Co., and chairman of the group’s 














For the first time in more than a 
decade, an appliance man was elect- 
ed president of the 525-member 
National Electrical Manufacturers 
Assn., which held: its 35th annual 
meeting in New York last week. 

The new president is Homer L. 
Travis, vice-president in charge of 
sales, Kelvinator division, American 
Motors Corp. Coincidentally, the last 
appliance executive to head the as- 
sociation, in 1950 was C. T. Lawson, 
then a vice-president of Kelvinator, 
now retired. 

In a statement to EM WEEK, Travis 
said he would carry on the programs 
and policies of his predecessors, and 
further implement them to give as 


much support as possible to the mem- 
bership. 

Why was an appliance man named? 
“Because,” according to NEMA, 
“we consider him one of the for- 
ward-looking men in the industry.” 

Travis succeeds A. D. R. Fraser, 
president of Rome Cable division, 
Aluminum Co. of America. The new 
vice-president of NEMA is E. R. 
Perry, president of National Vulcan- 
ized Fibre Co., succeeding W. R. 
Persons, president of Emerson Elec- 
tric Mfg. Co. 


Predictions for 1962 were made by 
Fraser. He said that shipments of 
electrical products are expected to 


set a record high value of approxi- 

mately $25 billion in 1962. 
Consumer products, he said, should 

show an increase of 4% in 1962. 


Certification program was reviewed by 
U. V. Muscio, chairman of the 
group’s certification committee on 
room air conditioners and executive 
vice-president of Fedders Corp. He 
said the recent initiation of the plan 
would serve as a guide—as an in- 
spiration for similar programs in a 
wide variety of consumer-product 
and industrial fields. 


Discussion of future plans was also 
on the agenda. NEMA will direct 


Here’s What NARDA Plans For ’62 


Beginning at its annual conven- 
tion on Jan. 7-9 at Chicago’s Edge- 
water Beach Hotel, the National Ap- 
pliance & Radio-TV Dealers Assn. 
will put into effect the first two of 
several innovations to appear in 1962. 


A new voting procedure will bring 
“greater participation by the mem- 
bership into NARDA affairs,” an- 
nounced Jules Steinberg, executive 
vice-president. Past conventions had 
been presented with a slate of 10 
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nominees for 10 positions on NAR- 
DA’s board of directors. But the up- 
coming eenvention will receive 15 
names, 10 of whom will be elected 
to the usual one-to-three-year terms. 
In addition... 


A new topic—co-op buying—will ap- 
pear on the discussion agenda for 
the first time, Steinberg said. Ber- 
nard Artz of MARTA will speak and 
the audience will discuss pros and 
cons. Artz “represents the strongest 


co-op buying group in the country,” 
Steinberg added. 


Two other innovations designed to 
generate enthusiasm during the com- 
ing year were outlined by Steinberg. 
Beginning Dec. 1, the first monthly 
issue of “NARDA Appliance Ad- 
vertiser,” a four-page paper which 
will carry current ads of manufac- 
turer-members, will be issued to all 
members. And beginning Feb. 14, 
the first of a series of regional one- 


public relations committee. 

In developing the new PR pro- 
gram, Smith said that his commit- 
tee had revised the 35-year-old seal 
to make it compatible with the 
NEMA’s new “forward look.” 

The new publicity program has 
been designed to include: A _ brief 
history and a look ahead, which will 
be made into a motion picture for 
use by members and civic groups; 
development of three films, includ- 
ing an NEMA newsreel to drama- 
tize recent industry achievements; 
and a career film to provide students 
with an idea of the opportunities 
that are available to them in the 
industry. 


day dealer development-mangement 
clinics will be held in Denver, Colo. 
NARDA’s six manufacturer-mem- 
bers are cooperating in formulating 
a program for these meetings. 


And that’s not all NARDA will do to 
better serve its members in the com- 
ing year, Steinberg promised. ‘‘We 
have non-merchandising members,” 
he said, “ and we want to do 
more for them .. . do more for all 
our members, for that matter.” 
NARDA has already shipped out 
to some 5,000 members a newly de- 
signed store-identification decal. 





EM WEEK 
REPORTS 











STRAIGHT FROM 
WASHINGTON 


A NEW U. S. TRADE POLICY IS EMERGING from the Ken- 


nedy administration. What it portends—if Con- 
gress can be convinced to go along—is a freer 
trade policy with resulting cuts in import tariffs 
and a greater flow of goods to and from the U.S. 

Emergence of a unified European economy is 
bringing the issue to a head. Two super econo- 
mies—not just one—will dominate the free 
world within a few years. Together, the U. S. 
and West Europe will control about 90% of the 
industrial trade of the free world. 

So, the White House has just about decided 
not to seek renewal of the Reciprocal Trade Act 
in Congress next year. Instead, Kennedy wants 
broad authority to offer tariff reductions on wide 
categories of industrial goods rather than on an 
item-by-item basis. Amount of the tariff-cut au- 
thority—whether it will go down to zero—has 
not yet been decided. The White House will take 
the temperature of Congress before making this 
decision. 

Congressional leaders believe Kennedy has a 
chance to get a good deal of what he wants— 
despite a rise in sentiment to protect domestic 
industry from low-priced imports in recent 
years. a 





A WARMER CLIMATE FOR ORGANIZED LABOR is ema- 


nating from the White House, as might be ex- 
pected of a Democratic administration. If the 
trend continues—as it certainly will—the effect 
will be to make it easier for unions to sign up 
new members, particularly among such smaller 
employers as retailers and in such hard-to-pene- 
trate areas as the South. 

Much of the impetus comes from the National 
Labor Relations Board, which reflects the White 
House feeling. NLRB has been easing up on 
union picketing, for example, making it easier 
for labor to use the picket line to pressure em- 
ployers. And new curbs are being placed on the 
rights of employers to fight off union organiz- 
ing. For example, the NLRB is preparing a court 
case to prevent firings in a union representation 
bid. 

This doesn’t add up to any massive member- 
ship drive to reverse sagging union fortunes of 
recent years. But it does mean that with a sym- 
pathetic labor board, stronger drives will be 
made on the unorganized employer who has suc- 
cessfully resisted union invasion. % 


A NEW SYSTEM FOR COUNTING THE UNEMPLOYED 


may result from a study ordered by the White 
House. Six professional economists are making 
the survey to answer charges, on the one hand, 
that government figures are too high because 
students and housewives are counted or, on the 
other hand, that they are too low because they 
do not include involuntary part-time workers. = 











At The NRMA Seminar: 
Successful Discounters 


“The discount operator has become 
great because he can have a full team 
of professionals in his leased depart- 
ments.” 

“A concession operated store will 
never be at the top of the heap.” 

“Credit is vital to a discounter.” 

“Even though much of our econ- 
omy is based on credit, the discount- 
er’s is not.” 

These were just a few of the con- 
tradictory statements delivered by ex- 
perts to the nearly 600 retailers at- 
tending the National Retail Mer- 
chants’ Assn. seminar on discounting 
held Nov. 6-8 in New York City (EM 
WEEK, Nov. 13, p3). 


What everyone agreed on was that dis- 
counting was here to stay. As Stephen 
Masters, president of Masters, Inc., a 
pioneer in the discount business 
pointed out, “In 10 years, from 1930 
to 1940, supermarkets took over one- 
third of the total food dollar volume. 
In five years, discount stores have 
taken over one-third of the non-food 
volume of the department and spe- 
cialty stores. The discount store is 
taking over twice as fast as the 
supermarket. 


“The target for discount stores today 
is half the total retail sales volume of 
non-foods, foods and drugs. A $100 
billion battleground. This does not 
include gasoline, automobiles or 
boats. Since some discount stores are 
already selling these products, the 
potential for discount stores adds up 
to close to $143 billion dollars.”’ 

Masters also said that the success- 
ful mass merchandiser has to allow 
his customer a “freedom of choice” 
in offering services. 

Masters cautioned his audience 
against analyzing their customers 
and their spending habits by statis- 
tics alone. “Since World War II, dis- 
posable income has gone up 85%. 
However, the way the public spends, 
its discretionary dollar has changed 
in that period. In 1953, the average 
American spent 65 cents of his dollar 
for goods and 35 cents for services. 
In 1960, he spent 60 cents for goods 
and 40 cents for services. A switch 
of one nickel. Just one nickel adds up 
to $16 billion less for goods and $16 
billion more for services. The dis- 
count operator not only studies arith- 
metic but he listens to the heartbeat 
of the customer.” 


Stephen Masters Gives Key Address. 





“Worshipping the Wrong Idols’ was 
the title of an address by R. Duffy 
Lewis, a merchandising consultant. 
He told his audience: “Within five 
years, one (out of three) of you won’t 
be. in the discounting business,” 
that’s because the poor discounter is 
“weak in servicing the customer with 
good merchandising practices. He 
worships the wrong idols. 

“He worships the idol of price in- 
stead of value. He looks for the low 
price without paying enough atten- 
tion to what he is offering for the 
price—he doesn’t concern himself 
enough with quality standards. He 
just wants to make a sale for the 
money involved in the sale itself, in- 
stead of being concerned with the 
sale being a satisfactory one in re- 
spect to value and good quality so 
that the customer will be satisfied and 
return to him again and again. 

“Secondly, he worships the idol of 
turnover and ignores the stocking of 
staple merchandise that the customer 
needs and expects him to have every 
day. Do you think you carry a full 
line of clothing? When you go home, 
seek out such items as men’s size 
1514 neck, 32-inch sleeve white shirt, 
children’s size 6 lined brown leather 
gloves. The chances are 10 to one 
you won’t have six saleable units in 
each of these wanted items. You 
won’t have them because you worship 
the speediest turn. You prefer to sell 
a motley group of bargain shirts at a 
ridiculously low price. Of course, you 
must have bargains, but the custom- 
er who needs a size 131% shirt wants 
that and will take no other. When 
you don’t have it, you lose a sale and 
a customer. 

“Thirdly, he worships the wrong 
idol of a fast buck, instead of a 
strongly built business based on good 
principles and policies he himself 
controls. Many a discount operator 
wants the quick income of a real 
estater. He leases out his department 
to concessionaires. Even if this makes 
sense when the discounter knows 
nothing about operating these de- 
partments, aconcession-operated store 
will never be at the top of the heap 
in the discounting field. The rent, 
approximately 8%, is too much for a 
department that must keep overhead 
down. A man who operates a conces- 
sion will not have the same motives 
as the man who owns the store. The 
former is usually not looking to build 
an institution, he’s looking to make 
money today, because he may not 
have the concession in that store 
tomorrow. 

“If a store-owned department wants 
to protect itself against competition, 
it may operate at a minimum of prof- 
it or no profit for a year or more. 
Its aim is to build a business, and it 
can average out its profit or loss with 
other departments. Can we expect a 
concessionaire to compete on a no- 
profit basis? What has he to gain? 
If the store has a policy of under- 
selling any competitor regardless of 
cost; of being as lenient as possible 
on adjustments; of forsaking sales, 
no matter how large, if the merchan- 
dise does not come up to its stand- 
ards; of having sufficient quantities 
of goods advertised at give-away 
prices, can we reasonably expect the 
concessionaire to adhere to these pol- 
icies? Of course not.” 
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How Do The 






Operate? 


Contradicting anti-leasing feelings éx- 
pressed by Lewis, Richard Tum- 
powsky, president of American Dixie 
Shops, a company that operates 
leased departments in discount 
houses, said, ‘Regardless of how 
great a department store is, very 
few can boast of equal strength in 
every single department. Almost 
everyone has wound up with identi- 
fication in one or more departments.” 
Tumpowsky advised the department 
store operators to “decide which de- 
partments are your strength—your 
identification—where you feel you 
can take on all comers and make 
them your own basic departments. 
When you are not top-flight, where a 
weak department in your store de- 
pends on your strong department for 
traffic, drop the parasites and turn to 
the pros, the specialists, the boys 
with experience.” 

Tumpowsky used as examples of 
“pros,” the Katz Drug company, 
which operates its own discount 
stores, has huge buying power and 
know-how and is now leasing drug 
departments in other discount stores. 
The advantages offered by companies 
who operate leased departments, ac- 
cording to Tumpowsky, are buying 
power and know-how. Using his own 
company as an example, Tumpowsky 
described how his buyers are in all 
the market places at all times, ready 
and able to take advantage of the 
best offerings. He said, ‘““‘What makes 
a discount store excellent is knowing 
that the buying teams from various 
departments can produce fantastic 
buys to create promotions to bring 
people into your store.” 


Economy of merchandise, he said, 
comes because of organization, cen- 
tral warehousing, control of pricing, 
highly experienced and well trained 
personnel, and strong unit control: 
The cost of handling merchandise is 
lowered and is reflected in lower 
prices to the customer. 


Open-to-buy problems, he continued, 
are the result of the traditional de- 
partment store’s weakness in tying 
up groups of departments under the 
control of one man. He is given an 
open-to-buy in dollars for all of his 
departments. His judgment decides 
where the money is to be spent. He 
may have unallied departments so 
that he may be loaded with blankets 
while his shoe department which 
needs merchandise, is unable to get 
it because the money has been used 
up in slower departments. 

“When departments are leased,” 
said Tumpowsky, “management 
doesn’t concern itself with open-to- 
buy. He wants fresh, new merchan- 
dise. He will push his licensees for 
specials, continually. Why not? The 
mark-downs are not out of his pocket.” 


One department checks another. ‘You 
would be surprised at what a watch- 
dog the leased department operator 
becomes over the other departments,” 
said Tumpowsky, “because he is con- 
stantly trying to sell low and be- 
comes very incensed at the greedy 
operator. He knows that a poor oper- 
ator reflects on his own department. 
As a matter of fact, many leases con- 
tain the provision that if a majority 
of tenants want an inferior operator 
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out, out he goes.’”’ Leases help with 
financing. Many discount stores have 
obtained financial assistance from 
operators of their leased departments 
either through large lease deposits or 
long term leases which can be used 
as collateral for outside borrowing, 
he concluded. 


“‘How To Make Credit Work For You” 
was the title of a panel discussion 
during which Henry Weiner, an of- 
ficer of the King Clothing Co., said, 
“T believe that the extension of credit 
in discount stores can and will in- 
crease the over-all volume ... we 
are experiencing a cycle. Service to 
self-service back to service. Credit is 
a service that people want. I warn 
you that you had better plan for the 
necessary expense credit involved or 
you will pay for your oversight. 
“Why is credit to a discount store 
important? Every time you open a 
credit account, that person or a mem- 
ber of his family, will be back in 
your store six to 12 times to pay on 
the account. He becomes a potential 
customer for another purchase. 
Credit is experiencing a rebirth. The 
same credit that was in effect at the 
turn of the century is being reborn 
in the dynamism that is discounting.” 


Speaking against credit, R. Duffy 
Lewis said, “‘We come to the services 
that the original discounter never 
gave. Many of you give them now 
and I reiterate that you are not the 
sharp discounter you were. If your 
price is lower by the full extent of 
the savings effected by a service you 
eliminate, the customer will buy 


from you. The first of these services 
is credit. Even though much of our 


Discounters and traditional dealers at the NRMA seminar in New York City hear about how to operate a discount store successfully. 


economy is based on credit, the dis- 
counter’s trade is not. The store 
which does not give credit saves over- 
head in efficiency, personnel, speed- 
ing up the sale and less bookkeeping. 
Credit causes the customers to pay a 
higher price than she would have 
without credit. Even though you 
don’t offer credit, your customer will 
come to you if your price is lower.” 


Confusion over closed door discount- 
ing cropped up in another panel dis- 
cussion. The principle speakers were 
Martin Chase, operator of one of the 
first open door discount houses in the 
country and Joseph L. Nellis, a 
spokesman for the closed door type 
of discount store. Martin predicted 
that the closed door discount house 
could not exist for more than five 
more years because of the pressure 
of competition from the growing 
number of open door discount houses. 
He felt that they should not restrict 
their market by restricting member- 
ship to selected groups. On the other 
hand, Nellis pointed out that the 
closed door discount store sought as 
members employees of federal, state 
or local government, the armed 
forces and workers in defense fac- 
tories. According to Nellis, seven out 
of every 11 people that are gainfully 
employed fit these classifications. He 
did not feel there is any limit to his 
market. 

Both agreed that location in a con- 
spicuous site was not essential to suc- 
cessful discounting. Chase said, “If 
you offer quality at a price, people 
will find you.” 

The seminar’s roster of speakers 
included experts in all phases of mass 
merchandising. Nearly every speaker 





stressed the importance of keeping 
costs down, selling at the lowest pos- 
sible prices and making certain that 
quality was not sacrificed for profit. 
All agreed that accomplishing this, 
while finding ways to build and main- 
tain heavy traffic, resulted in a dis- 
counter’s dilemma. 


The pitfalls. of discounting were de- 
scribed by Richard Tumpowsky: 
“Getting into the discount business 
has become a bigger fad than the 
hula hoop; run an ad and you'll have 
no problem filling up your store. 
Finally, you may spend months in 
finding the correct site; put in weeks 
and thousands of dollars in market 
research; invest a fortune in the 
building; probably suffer a nervous 
breakdown over the financing ; spend 
months in finding compatible tenants 
and assembling your own depart- 
ments; drive assorted advertising 
agencies out of their minds and vice 
versa; pray for good weather for the 
opening because you probably spent 
far more for your opening promo- 
tional advertising than you should 
have; have the greatest opening the 
city has ever seen; do a fantastic 
business your opening week in your 
100,000-foot store; immediately be- 
gin planning store 2 and 3—and this 
is just the easy part! Operating a 
successful store, keeping the store 
rolling is where your work really be- 
gins. So you get your store going 
you’re doing a fantastic business 
when lo and behold, your best friend 
tells you the good news! Two miles 
to the south and a mile to the north, 
two of the giants in this business are 
planning new 200,000-foot units to 
open in time for Christmas!” 









LET'S FACE THE FACTS! 


There are only 


kinds of Color TY 
made in America- 


ZENIT 


AND ALL OTHERS! 


EVERY ZENITH COLOR TV IS EXCLUSIVELY 
DESIGNED, DEVELOPED AND MANUFACTURED BY ZENITH! 








The quality goes in 
before the name goes on 
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Changing Pattern: 
G-E’s Servicing 


Evidently, the non-servicing Gen- 
eral Electric appliance dealer prefers 
central servicing, where it is avail- 
able, to independent service compa- 
nies. 

John H. Miller, manager of sales 
and training for G-E’s product serv- 
ice, says that every year the base of 
central servicing widens. Miller adds 
quickly that those merchants who go 
to central service have the choice of 
using independents—“they go to fac- 
tory service of their own free will.” 


How many central districts are there? 
G-E has its own servicing facilities 
in 28 districts covering 67 metropoli- 
tan markets, and employing 1,000 
service technicians. They repair con- 
siderably less than half of the 22 mil- 
lion G-E appliances currently operat- 
ing in American homes, Miller said. 

The rest of the service is provided 
by 10 distributors, 6,800 servicing 
dealers and thousands of independ- 
ents. 


Is G-E’s service pattern changing? Yes. 
This year, the company started offer- 
ing through 26 of its central dis- 
tricts, an out-of-warranty contract 
for one year. By the end of the first 
1962 quarter this program will be 
extended to include the remaining 


New York and New England dis- 
tricts. 

To answer whether G-E sees more 
profit in using the contracts as op- 
posed to pay-as-you-call repairs, 
Miller says it’s “a stand off.” 

The main reason that G-E is go- 
ing into contract servicing, he stress- 
es, is to insure consumer satisfaction. 
This way the customer knows what 
she should spend and has no repair 
bills for the remainder of the year, 
he explains. 

“Our initial success,” the executive 
emphasizes, “leads us to wonder if 
the day will not come when an appli- 
ance service contract will be factored 
into the household budget, along with 
the bill for electricity, the water bill, 
the milk bill, etc.” 


How it works: The contract is offered 
to the consumer at fixed price, de- 
pending on the appliances she wants 
to have covered. She pays for it in 
advance. 

G-E’s non-servicing retailers get a 
10% commission on the sale of each 
contract. Although the company can’t 
offer the program to servicing deal- 
ers, it is ready to help these mer- 
chants set up contract plans. 

Sears Roebuck offers a similar plan 
to the consumer. 


EM WEEK 
REPORTS ON 











Radio -TV-Phono: 
Some Area Shifts 


There have been some interesting 
geographical shifts in the number 
of outlets selling radio, TV and 
phono in the past three years. Audits 
and Surveys, Inc., a leading market 
research firm and one which supplies 
a good many appliance manufactur- 
ers with their retail-level statistics, 
extracted this information for EM 
WEEK from its continuing National 
Appliance Audit: 


The Southern U.S. has had a 12% 
gain in the number of outlets selling 
radio-TV-phono since 1958. With 
this rise, the Southern section of 
the country now accounts for 35% 
of the nation’s outlets handling 
radio-TV-phono. (Audits and Sur- 
veys is not concerned in this part of 
its survey with percentage of the 
total market each section of the 
country owns—merely the number 
of outlets which sell even one item 
in the category. So any drugstore, 
for instance, which sells a toy radio 
is considered an outlet for the pur- 
pose of the survey.) 


The North-Central region of the coun- 
try, which had the greatest number 
of outlets selling this equipment in 
1958, experienced a 4% loss in out- 
lets during the three-year period. 
This region now has 32% of the to- 
tal number of outlets retailing the 
equipment, compared to 35% in 
1958. 


The Northeastern section of the coun- 
try had the largest percentage in- 
crease in number of stores handling 
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these items. The Northeast now has 
15% more outets of this type than 
it had in 1958. This gives the area 
a 19% share of the total number of 
outlets. 


Western retail establishments carrying 
radio-TV-phono remained 14% of 
the national total, though there was 
an increase of 6% in the total num- 
ber. 


This does not mean, however, that 
percentage of sales of radio-TV- 
photo has followed the geographical 
shift in the number of outlets. The 
Northeast section of the country is, 
of course, still the main market for 
these products. 


The increased number of outlets in 
the South reflects in part the grow- 
ing industrialization of the southern 
states—with increased consumer dol- 
lars for spending. 


The Northeast’s increase in outlets is 
accounted for, in part, by the spread 
of new chains and the greater num- 
ber of retailers in other fields than 
appliance-radio-TV who have added 
electronic products. 


A total national increase of 6% in the 
number of outlets selling radio-TV- 
phono since 1958, was recorded by 
Audits and Surveys. Radio-TV-ap- 
pliance outlets now account for 26% 
of the total outlets selling radio, TV 
and phonos—but these stores glean 
more than 75% of total sales in 
these items. 








| APPLIANCE-TV 


THE SIZE OF ARVIN’S RADIO BUSINESS: Claiming 10% 


of this year’s projected 12 million unit U.S. radio 
market, Arvin backed up its boast with an un- 
usually candid look at production figures. On 
Nov. 7 Arvin turned out its millionth radio of 
the year. The company manufactured 776,606 
units in 1960. * 


MOR-FLO HEATER CORP. HAS BOUGHT all of the out- 


standing stock of the Hotstream Heater Co. for 
an undisclosed figure. Hotstream will operate 
as a wholly owned subsidiary. Walter Abt, Mor- 
Flo president, said the two companies’ aggregate 
sales now make Mor-F lo Corp. the largest inde- 
pendent manufacturer of automatic water heat- 
ers in the U.S. with anticipated sales for 1962 
in excess of $8 million. * 


KELVINATOR KEEPS UP PACE with wholesale sales in 


October 18% ahead of the same month last year. 
October was the seventh consecutive month in 
which sales were ahead of 1960’s. ® 


PHILCO DROP IN: Nine-transistor AM-FM radio (T- 


905) plays on six flashlight batteries, features 
push button band selection. List: $85. s 


WARD'S NINE-MONTH SALES are up 5% for all-time 


high. Sales totaled $982,705,822, an increase of 
5.4%, or $47,493,085, over sales of $885,212,737 
for the comparable nine months of 1960. & 


LEONARD TRUESDELL’S FAVORITE SUBJECT got a good 


working over from Leonard Truesdell last week 
in Chicago. The president of the Zenith Sales 
Corp. again blasted manufacturers for educat- 
ing the public to shop in “a gigantic national 
bargain basement,” and stressing “‘the price, the 
deal, the gimmick and the give-away.” Trues- 
dell’s fear: ‘Unless price trend is reversed, in- 
centive to create better products will be lost.” = 


DO FIVE AND FIVE MAKE 10? Not always, when water 


heater warranties are added up. Usually, cus- 
tomer has to pay something for replacement dur- 
ing the last five years of a 10-year guarantee. 
But in Hotpoint’s case, the answer is “yes”— 
free replacement during the whole 10 years. On 
the other hand, Montgomery Ward’s warranty 
offers free replacement during only the first 7% 
years of its 15-year policy. = 


CASHING IN ON UHF TESTS IN NEW YORK CITY, Du- 


Mont started advertising sets “engineered for 
easy conversion” as the FCC’s experimental 
channel 13 got on the air. Other distributors 
were watching sales and William Smith, presi- 
dent of Knickerbocker Distributor Corp., which 
handles Motorola, reported some of his dealers 
have ordered UHF sets, had them prominently 
displayed. “‘Dealers are using UHF in New York 
to close sales,”’ Smith said. * 
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housewares 


lona President’s Success Formula: 


Tailor Products To Retailer’s Needs 


In 1947 The Iona Manufacturing 
Co., Manchester, Conn., entered the 
electric housewares field with one 
product—a portable hand mixer. 
Now, 14 years later, with the addi- 
tion of a standard food mixer, a 
blender, a can opener and a drink 
mixer, William H. Sleith, the com- 
pany’s founder and president, esti- 
mates Iona will ship approximately 
$7 million worth of electrics this 
year. That is about 15% above 1960’s 
volume. 


How did he do it? Sleith’s formula 
sounds simple enough: “We’ve con- 
centrated on high volume products. 
Other manufacturers make products 
that are such low volume sellers they 
raise the cost of production. We re- 
fuse to think of a product if it can’t 
generate at least 50,000 units a 
year.” 

To this formula, the 51-year-old 
executive added the following ingre- 
dient: 

“We believe in tailoring a product 
to a store's needs. No one in the ap- 
pliance industry, as far as I know, is 
soliciting this kind of business. For 
example, we build nine different port- 
able mixers. You can’t make the same 
mixer for Neiman-Marcus and Kres- 
ge; they’re different markets. We 
play both sides of the street. 

“It’s easy for us to make changes 
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in the housing design because we 
have the motor to start with. That’s 
the heart. And we dress it differently 
for different customers.” 

Iona manufactures 7,000 motors a 
day in its newly expanded 30,000 
sq. ft. plant. About 70% of the com- 
pany’s production is manufactured 
under its own names (Iona and Re- 
gent); the rest is produced for pri- 
vate label selling and the house-to- 
house trade. The prestige Iona is 
marketed through distributors, while 
the promotional Regent line is sold 
to retailers on a direct basis. Prod- 
ucts made for the house-to-house 
trade are sold through Northeast 
Electric Co., a sales subsidiary of 
Iona. This group accounts for about 
10% of the company’s total produc- 
tion. 

A leader in portable mixers and 
blenders, Iona, last year, manufac- 
tured about 350,000 portable mixers 
and 180,000 blenders. According to 
EM WEEK’s figures for 1960, total in- 
dustry production for the two cate- 
gories were 2,430,000 and 435,000, 
respectively. 


Tailoring its sales force is also an 
important part of Iona’s operating 
policy. The company depends exclu- 
sively on about 60 independent sales 
representatives to sell its goods in 
this country and Canada. Iona has 


different reps selling to the premium, 
military, house-to-house, foreign, do- 
mestic and Canadian trades. 

“We have a loyal bunch of guys 
who work hard for us because they 
realize the potential of the line,” 
Sleith stated. Asked if he has ever 
thought about establishing a factory 
sales organization, he replied: “I 
don’t foresee the possibility of our 
organizing a factory-operated sales 
force because of certain disadvan- 
tages. For example, an independent 
operator will go out and work harder 
than a guy who’s filling in a report. 
But, of course, no matter how hard 
a salesman works, the product has to 
have something built into it at the 
plant in order to make it profitable 
to a rep.” 


Commenting on business conditions in 
general, Sleith noted that sales this 
year in the electrics industry made 
some slow improvements over last 
winter and spring. He believes this 
slow, upward curve will continue 
through 1962. As for Iona, he pre- 
dicted “‘some kind of sales increase 
next year due to the introduction of 
several new products.” 

He said the company was planning 
to introduce three or four items dur- 
ing the early part of 1962, but he 
declined to name them. He noted, 
however, that they were products al- 









William H. Sleith, President of lona. 


ready on the market, but not in Iona’s 
line. 


Capsule comments by Sleith: “A man- 
ufacturer has to avoid pitfalls of 
gadgetry. Some products being in- 
troduced now are in the gadget cate- 
gory. .. Battery-operated appliances 
are applicable on a device that needs 
a great degree of portability. I don’t 
see the need at this time for battery- 
operated kitchen appliances—I don’t 
see any price increases in electrics 
for some time to come. . . I think 
suggested retail prices have to re- 
main. It should be policed, certainly, 
by a government agency. . . The job- 
ber has reached his lowest point in 
manufacturers’ eyes, but now his im- 
portance will increase over the next 
four or five years. . . There is a very 
real possibility the industry is over- 
producing at this time. Mixers will 
reach saturation within five years.” 





| HOUSEWARES 


SUPERMARKET SELLING IS COMING TO MACY’S ac- 
cording to W. H. Bingham, R. H. Macy & Co., 
Inc., president. He told stockholders at an an- 


white and chrome, the Supre-Macy opener car- 
ries a $13.88 price tag. The rectangular unit is 
manufactured by the Rival Manufacturing Co., 


Kansas City, Mo. 


A NEW “LIVE” EXHIBIT GIVES THE PITCH of Quickie 





nual meeting last week that the company is ex- 
perimenting in converting basement operations 
to self-selection and self-service operations in an 
effort to fight discounters. Bingham said Macy’s 
is watching the growth of discount operations 
but as yet has no plans to enter the discount 
field. . 


MAGLA PRODUCTS IS OFFERING ITS TWO-PACK Plas- 


tic Wool scrubbing pads free with the purchase 
of every Magla silicone ironing board cover. To 
introduce its new #37 pot and pan scrubbers, 
the Newark, N.J., company is offering the pack- 
age—ironing board cover and pads—for $1.49, 
the price of the cover alone. A four-dozen floor 
display has been designed for the promotion and 
is available to dealers at no extra cost. Accord- 
ing to Herbert Glatt, Magla president, the new 
pads will not rust or splinter and can even be 
used on Teflon-coated cooking utensils. The pro- 
motional offer expires Dec. 31, 1961. . 


MACY’S PRIVATE-BRAND ELECTRIC CAN OPENER made 


its debut in New York last week. Available in 





Mfg. Corp. via film on a “TV screen” that’s built 
into a display. Called the Quickie Cleaning 
Corner, the 7-foot-high unit holds the entire line 
of Quickie mops and waxers with room to spare 
for stocking and display refills. A TV screen in 
the center of the display is turned on by a button. 
A film then demonstrates the automatic features 
of the line for five minutes. It shuts off and re- 
winds automatically. ® 


STAINLESS STEEL FLATWARE IMPORT QUOTA for this 


year was almost half filled as of last week. The 
Customs Bureau reported that slightly more 
than 30 million pieces had entered the country 
since the quota was opened on Nov. 1. The an- 
nual quota is 69 million pieces and covers flat- 
ware not over 10.2 inches in length valued at 
under $3 per dozen. © 


ONE KIND OF UNEMPLOYMENT WILL GET WORSE next 


year, government experts forecast last week. 
Farm workers being hit by mechanization will 
suffer. Hardest hit areas will be along the East 
Coast. : 
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Is Schick Planning 


A Distribution Change? 


“‘We must re-examine our distribu- 
tion policy,” said Robert F. Draper, 
the new president of Schick Incorpo- 
rated in an interview with EM WEEK. 
“After all,” he continued, “We’re a 
one-product house with our own sales 
force doing the biggest part of our 
business in the last three months of 
the year.” (Schick de-emphasized dis- 
tributors a few years ago in favor of 
direct accounts. ) 

Draper didn’t say that the com- 
pany definitely planned to alter its 
current patterns of distribution. 
“We’re examining and studying our 
distribution set-up in order to come 
up with a definite decision on which 
to formulate our marketing plans for 
1962. A change might be necessary.” 

Draper said he was aware of the 
unhappy feeling among shaver deal- 
ers over the current profit picture. 
He claimed Schick has definite pro- 
grams in the works for 1962 to im- 
prove the profit situation. ‘‘There is 
no panacea in this business nor do I 
think there ever will be,” he asserted, 
“but there are definitely steps that 
manufacturers could and should take 
to improve dealer profits. We’re plan- 
ning to take them.” He pointed out 
that dealers will see a better profit 
picture for appliances in general this 
year, but shaver gains will seem 
greater than other appliances because 
shaver profits sunk to lower depths. 


“That’s why more dealers are will- 
ing to handle shavers this year and 
why even more will handle them next 
year,” Draper contended. He ex- 
plained that over the past five years 
the number of dealers handling shav- 
ers has declined because of low prof- 
its. But in the past year the trend 
started to reverse itself, he claimed. 
To emphasize his remarks, he pointed 
to the hardware-housewares retailers 

the first to drop shavers—who are 
becoming increasingly active. Why 
has the shift developed in dealer 
thinking? 

Draper claimed shaver profits are 
getting better all the time; dealers 
realized they were sending potential 
customers to the competition and 
dealers now are learning to live with 
the new look in retailing (nationally 
advertised products that are not fair- 
traded). Draper predicted the trend 
would continue and even more re- 
tailers will be selling shavers—prof- 
itably—next year. 

And next year might see some new 
products—not shavers—in the Schick 
camp. The company’s new president 
said such products were being devel- 
oped, but he declined to say when 
they would be introduced or exactly 
what they would be. He did say, how- 
ever, that some of the new products 
were not related to the shaver busi- 
ness. 













































Though workmen were still adding the finishing 
touches last week, General Electric Co.'s new House- 
wares Servicenter will be open for business today. The 
new center is located in the heart of New York City at 
the Grand Central Terminal. Simple repairs can be 
dropped off in the morning and picked up at night. 


SERVICENTER 
OPENS TODAY 
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Other New Products On Pages 17, 20, 24 & 25 
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FIREPLACE GRILL: 
OUTDOOR COOKING, 
INDOOR COMFORT 





The Drip-Less Grilladier, an indoor fireplace grill, 
measuring 1414 by 16%4 inches, is equipped with a 
drip pan that has a pouring spout. Units may be in- 
stalled in fireplaces 26 to 32 inches high. Suggested 


price: $9.95. Bennett-Ireland Inc., 97 Exchange 
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12-LB. SHAMPOOER 
ALSO SCRUBS, WAXES 
AND POLISHES FLOORS 


The model 5460 shampoo-polisher 
cleans rugs and scrubs, waxes and pol- 
ishes floors. A detachable plastic tank 
holds two quarts of cleaning solution, 
which flows through special channels in 
the back of the shampoo brushes. The 
same tank is used for dispensing deter- 
gent for scrubbing floors and liquid self- 
polishing wax for polishing and waxing 
them. A squeeze-type bottle for wax fits 
into a pocket on the back of the deter- 
gent tank. 

The unit weighs less than 12 pounds 
and measures 714 inches in length from 
tip of handle to top of motor housing. 
A contour-styled hood permits polishing 
beneath cabinet toe space. 

The nationally advertised retail price 
is $64.95. 

The Hoover Co., North Canton, O. 





























FOOD WARMING TRAY 
WITH ALUMINUM TOP 
HEATS IN SECONDS 


The Warm-O-Tray, a tableside electric 
food warming tray, has an aluminum 
heating surface and may be plugged 
into any outlet. Equipped with brass- 
plated steel base, the unit carries a sug- 
gested retail price of $2.98. Three week 
delivery is promised. 

Atlantic Precision Works, 1982 
Crotona Parkway, New York City 
60, N.Y. 

























YOUR personal BUSINESS 








A quack is a quack is a crook. One of the most vicious crooks on record 
today is the medical quack, the man who is out to bilk the public with 
phony cures and bogus remedies, useless "health" foods and trick elec- 
trical gadgets. Instead of being able to treat you, he can only cheat 
you, and he may harm more than your pocketbook in the process. Some 
of the quack products are actually harmful ; others are harmless as well 
as useless. Many cancers can be arrested, for instance, but if valu- 
able time is wasted with quack remedies the cancer may become an in- 
curable one. Quack "cures" for arthritis, a disease for which science 
has found no cure, are examples of the harmless products of quackery. 
The best that science has to offer an arthritis patient is temporary 
relief from aches and pains. So, beware of anyone who claims he has a 
cure for the disease—he hasn't. 

How can you spot the medicines and machines of quackery to avoid 
wasting any money on them? Here are four clues to watch for: 
e If the quack uses a special or "secret" machine or formula which 
he claims can cure the disorder. And especially if he guarantees a 
quick cure. A fast cure is the quack's first selling point. 
e If he advertises or uses case histories and testimonials to promote 
his product. ° 
e If he clamours constantly for medical investigation and recognition. 
e If he claims medical men are persecuting him or are afraid of his 
competition. Along with the cry of persecution, the quack will usu- 
ally claim that surgery, x-rays or drugs cause more harm than good. 

The next time you are tempted to try a new pill or a new diet for 
that aching back, remember these four points—they may save you some 
money. A good rule-of-thumb when it comes to any remedy or cure: When 
in doubt, ask your family physician. 


AAA 


Do you arrive home at night carrying a brief case crammed with work?: 
Do you have an office-at-home set aside for your evening labors? If 
so, keep it in mind when you start tallying tax deductions. If you 
have space in your home designed specifically for office purposes, 
you can deduct a proportion of household up-keep expenses, including 
depreciation on your house, maintenance, insurance, heat and light. 
In addition, you can also deduct depreciation on home-office furni- 
ture, business telephone calls, and cost of business literature used 
in your work at home. 

e@ To pin down these deductions, you must have space set aside for busi- 
ness use, and be able to show that this space is an office-at-home— 
not simply a private library or den. This means that the room must 
display evidence of business use—suitable furniture, perhaps a sep- 
arate telephone for business calls, and maybe a filing cabinet. This 
is a matter of being reasonable, there's no fine rule. And you don't 
have to show that you actually use the office a certain number of 
hours each week or month. 

e The formula for determining the proper deductions is simple. First, 
take the depreciation rate on your home, which can be as low as 4% 
of the cost each year. Once you have the total depreciation figure 
for the entire house (excluding the land), take as a deduction what- 
ever part of this total represents the space used for your home office. 
For example, suppoSe you have a ten-room house and that your office 
is one average room or a tenth of the total space. You can reasonably 
deduct, then, 10% of the annual depreciation as a business expense. 
You can also deduct 10% of your total non-personal household outlay, 
such as up-keep, insurance, heat and light. 


AAA 


Are you a “ho-hum" conformist? You are if you yawn after someone near 
you has yawned. A recent study shows that yawning is a psychological 
phenomenon, rather than a contagious one. It concludes that when one 
member of a group yawns, the others may tend to do the same since mem- 
bers of a group are usually in a similar state of mind. 





















































“ ‘Fire Sale Going Great Guns,’ what fire?!!” 
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A DISTRIBUTOR SALESMAN 


Selling 
Is Like 
Golfing 





According to a self-styled sales wizard who 
conducted a recent selling clinic which I attended, 
salesmanship is very much like golf. 

“All you have to do to play near-par golf,” he 
confided, “is to follow a few simple rules. The 
rest is easy.” 

Elucidating further, he said: “Just before you 
go to hit that golf ball, say to yourself, ‘Keep my 
head down, my eye on the ball, left elbow unbent, 
etc., etc., etc.’ ” 

Sweeping his smile across the far-from-spell- 
bound audience, he exclaimed, “Salesmanship is 
just that simple.” 

For a distributor salesman who needs at least 
a healthy 30% discount on his score to get any- 
where near par, I will have to concede a putt that 
there may be some points in common between 
playing golf and selling appliances. 

However, as viewed from the bottom of my par- 
ticular sand trap, I see the analogy in a some- 
what different light. 

Just as there are two kinds of golf—the Sammy 
Snead-type golf that is played while daydreaming 
in the car on the way to the course and the hack- 
ing that is actually done on the fairway—so there 
are two kinds of appliance selling. 

One is the carload-order appliance salesmanship 
that is performed while daydreaming in the car 
on the way to the biggest dealer in town, and the 
other is the salesmanship that produces an order 
for one TV set. 

The trouble with most of these “rules” is that 
they too seldom leave room for flexibility. 

“A good driver never bends his left elbow.” 
Yeah! I know a fat man who hits a ball 250 yards 
right down the middle almost every time and al- 
ways bends his elbow. 

Also, as in golf, the selection of weapons is an 
important part of appliance selling. For example, 
in playing a key dealer, a distributor salesman is 
usually advised to use his number one wood and 
slam as hard as he can. 

However, I have always found that in approach- 
ing key dealers it is best to come prepared to play 
in the rough. In these circumstances, a sturdier 
club with a short backswing, has produced better 
results for me. 

In handling key dealers, though, not all rules 
of the game should be discarded. In these situa- 
tions, it is strongly advised to “keep your head 
down” and “your eye on the ball” (of the ball- 
point pen) while the order is being signed, so as 
to ensure against prices being changed or credit 
terms altered. 

In selling big discount house chains, as in blast- 
ing out of a sand trap, the grip can be of para- 
mount importance. It is essential in making the 
concessions necessary to land a big order with 
such chains to retain a firm grip on at least part 
of the distributorship you are selling for, so that 
there will be enough left to pay the salesman’s 
commission. 

Then there is the question of keeping score. 
Many golfers win on the course but lose on the 
scorecard, due to faulty bookkeeping or, to put it 
delicately, neglect in accurate reporting. The 
same can be true of the salesman who lands the 
order but doesn’t write it up correctly or louses 
up the financial arrangements. 

One thing, though, that seems to keep both 
golfer and appliance salesman devoted to their 
tasks is that “big moment’’—that birdie 4 on a 
600-yard hole, or that carload order from that 
downtown dealer who never bought before. 

And this is the “big one” that makes for the 
best 19th hole conversation. 


ABOUT THE AUTHOR—The creator of this column 
is a well-known distributor sales manager, who, 
for obvious reasons, doesn’t want to be identified. 
His free-wheeling comments will appear here 
each month. 
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DISING WEEK is unsatisfactory for any reason. 


SUBSCRIPTION PRICE: Available only by paid 
subscription. Publisher reserves the right to retuse 
non-qualified subscriptions. Subscriptions to ELEC 
TRICAL MERCHANDISING WEEK solicited only 
from dealers and/or distributors of appliances, 
radio-TV sets or housewares. Position and company 
connection must be indicated on subscription 
orders. Single copies: $.50. Subscription price in rhe 
United States and possessions: $2.00 for one year. 
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DISTRIBUTOR 
APPOINTMENTS 


ORCOA CONCERT—Jay Distributing, 
Boston, Mass.; Yale Electronics, 
Hartford, Conn.; Utterback 
Corp., Bangor, Me.; C. B. Cole 
Co., Portland, Me. 


ITT INDUSTRIAL PRODUCTS——For 
closed-circuit TV: Selo Electric 
Co., Seattle, Wash., for Wash- 
ington. 


HAMILTON MANUFACTURING CO.— 
Gas and Electrical Equipment 
Co., Oklahoma City, for most of 
Oklahoma. 


GIBSON REFRIGERATOR SALES CORP. 
—For the complete Gibson Line: 





J. A. Williams Co.,. Pittsburgh, 
for counties in Pennsylvania, 
West Virginia, Ohio and Mary- 
land. For refrigerators, freezers 
and electric ranges: Allied Ap- 
pliance Co., Boston, for Boston 
and surrounding areas. 


GONSET COMMUNICATIONS EQUIP- 
MENT—Almo Radio Co., Phila- 
delphia, for Philadelphia and 
Norristown, Pa., Wilmington, 
Del., part of southern New 
Jersey, and Salisbury, Md. 


EDWIN L. WIEGAND CO.—Ross & 
Pethtel, Inc., Baton Rouge, La., 
as sales reps for Mississippi, 
Louisiana and southern coun- 
ties of Arkansas. 


CARRIER CORP.—Air Equipment 
Inc., Lubbock and Amarillo, Tex., 


for West Texas and eastern New 
Mexico. 


HARDWICK STOVE CO.—Goldberg- 
Tiller Corp., Richmond, Va., for 
50 counties around Richmond. 


PROGRESS WEBSTER CORP.—-Dave 
Miller Sales Co., Seattle, Wash., 
as sales reps for Washington, 
Oregon and northern’ Idaho; 
Martin J. Lampe, Atlanta, as 
sales rep for Alabama, parts of 
Georgia and Florida and Aiken, 
S. C.; Elliot Fox, Richmond, Va., 
as sales rep for Virginia and 
part of North Carolina. 


MARKEL ELECTRIC PRODUCTS 
Burt Sloane, Great Neck, N. Y., 
as sales rep for metropolitan 
New York, Long Island and 
northern New Jersey. 








THE FINEST ALUMINUM 


A store in TOLEDO 


Buyers say: 


easiest cleaning. 


* to your trade. 


100 Soup: | 


being made on the MIRRO Electric Broiler, 
every selling day. Some of it should be yours! 


MIRRO ALUMINUM COMPANY 
Fifth Avenue Bidg., New York 10 « 145 King St. (Warehouse), San Francisco 7 * Merchandise Mart, Chicago 54 


World's Largest Manufacturer of Aluminum Cooking Utensils 







“THE HOTTEST ELECTRICAL ITEM 
IN YEARS!” 


atidit¢ ELECTRIC BROILER 


proves itself over the counter, across the country! 


4 Good Reasons-why, for This Sensational Sales Success 


] It’s the only broiler on the market that offers such high quality at 

© low price with good margin. 

2 It’s the only broiler on the market with exclusive Safety Hinge that 
® lets top stand open for convenient serving and detach completely for 


3 It’s the only broiler on the market that is nationally advertised 


4 It’s the only broiler on the market with the known, accepted MIRRO 


* name. RETAIL 
If you’re not already riding with this winner, 
place your opening order, NOW! There’s money 


with cord 


* MANITOWOC, WISCONSIN 
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Are you familiar with this wealth of practical sales ma- 
terial written especially for you by experts? If you are inter- 
ested in improving your profit picture, use these aids 
which have been already tried, tested and proven by numer- 
ous Appliance-Radio-T V-Housewares dealers. 









e HOW TO SELL PORTABLE ELECTRIC HEATERS 

PRODUCT SOURCE INFORMATION Spark bigger profits by building year-round volume. 
New easy-to-use, easy-to-find product source information. Be sure you e HOW TO SELL ROOM AIR CONDITIONERS 
have this valuable information at your fingertips...no need to search Who are your best prospects? How to beat the seasonal factor. The 
through an endless variety of catalogs. health angle—tips galore. 
This up-to-date MANUFACTURERS DIRECTORY and GUIDE TO SUC- e HOW TO SELL THE NEW GAS AND ELECTRIC RANGES 
CESSFUL RETAIL OPERATIONS is divided into six separate sections A guide to the new product and merchandising concepts which will 
for your convenience. spectacularly revitalize your range volume and profits. 
NOTE: PRODUCTS, AND MANUFACTURERS UNDER EACH PROD- e HOW TO SELL MORE WASHERS, DRYERS, COMBOS 

UCT. ARE ALPHABETICALLY ARRANGED. PRODUCTS Twenty-four pages guaranteed to give you fresh selling approaches. 

ARE CODED BY NUMBER ~— YOU CAN IDENTIFY SPECIFIC 

PRODUCT FEATURES AT A GLANCE. PRODUCT SPECIFICATION SHEETS 


Section 1— MAJOR APPLIANCES, KITCHENS, OUTDOOR POWER 
EQUIPMENT. Includes all major appliances and combination units’ 
such as sink-refrigerators, range-refrigerators, etc. Cabinets, mate- 
rials and accessory manufacturers, kitchen planning kits or mate- 
rials; also, chain saws (other portable power saws and tools listed 
under Section 3) ; detachable powered handles, for both outdoor and 
indoor use, are listed in this section. 

Section 2— HOME ELECTRONICS. Includes organs, phonographs (Hi-Fi, 
stereo, monaural), radios, tape recorders, television sets. Products 
divided into basic types to provide most complete information pos- 
sible. Components and accessories manufacturers also listed. 

Section 3— ELECTRIC HOUSEWARES, FLOOR CARE EQUIPMENT, 
POWER TOOLS. Products are divided into basic types; also lists 
humidifiers (dehumidifiers and evaporative coolers are in Section 1— 
under Major Appliances). All Floor Care products are listed; types 


A revolutionary publishing first providing you, the dealer, with the com- 
plete, factual product information you need to both buy and sell. Know 
all the details on all lines and all models. 
Now available for the following products: 
e ROOM AIR CONDITIONERS (1961) 
PORTABLE ELECTRIC HEATERS (1961-62) 
RADIOS (1962) 
TELEVISION (1962) 
REFRIGERATORS, FREEZERS, COMPACTS (1961) 
DISH WASHERS, DISPOSERS (1961) 
GAS AND ELECTRIC RANGES (1961) 
REFRIGERATOR FREEZER COMBINATIONS (1961) 
PHONOS 
AUTOMATIC HOME LAUNDRY 



































































separately. Portable power tools only included in this section — non- — eee 
powered hand tools and stationary tools not included. Fill out this coupon and mail to: Reprint Editor 
Section 4— LAWN and GARDEN EQUIPMENT, NON-ELECTRIC i EM WEEK 
HOUSEWARES. Includes non-powered lawn care equipment and | 330 W. 42nd St., N. Y. 36, N. Y. 
outdoor furniture. Also, all non-electric housewares and barbecue | enclose $. and understand that | will be billed for shipping charges 
grills including those with electric spits and/or blowers and built-in | on bulk orders. 
grills. | Please indicate quantity Price per single copy 
Section 5 TRADE NAME DIRECTORY, AND MANUFACTURERS ; oS ae an Ne aad ca hpi 
INDEX. Lists most of the trade names you either sell or come in | ‘ ; . : 
‘ ; Sec. 1 Major Appliances, Kitchens, Outdoor Equip... $.50 $.35 
contact with. Includes more than 2,000 certified correct addresses | Bad Otlatie Mieeeneiok «8. socks. enh 50 35 
for manufacturers of Appliances-Radio-T V-Housewares. 5 Sec. 3 Elec. Housewares, FloorCareEquip.PowerTools .50 35 
Section 6 — RETAIL OPERATIONS —A GUIDE TO SUCCESSFUL } Sec. 4 Lawn & Garden Equip., Non-Elec. Housewares .50 .35 
SELLING. Concise, factual, to-the-point practical tips on sales, | Sec. 5 Trade Name Directory, Manuracturers Index .50 35 
profits, management, and advertising; plus, many more subjects of Sec. G Retell Onaerations. .. eke see cene 75 55 
vital importance to you. | All Sections Combined . Ley LUD Crary Lar 2.00 
| HOW TO SELL BOOKLETS 
HOW TO SELL BOOKLETS Color, NB Se nmr: 55 
| oe elk or 50 35 
Thousands are being used right now by dealers all over the country with | Portable Electric Heaters..................... 50 35 
spectacular results. Ideal for checking your promotion and selling pro- Room Air Conditioners....................+-5 -50 35 
grams against the newest proven and resultful methods. Jam packed with | Gas & Electric Ranges....................-.-.. 50 35 
ideas to move merchandise. Everyone in your sales organization should i prcenst < B caealap SHEETS Paes 75 ‘55 
me Mcengnly Feuer with these hookieta. Sales Mir Condilioners.........:......s-.00+. 50 35 
These selling ideas are reprinted from various issues of ELECTRICAL | Portable Elec. Heaters........................ «35 25 
MERCHANDISING WEEK and are available for specific products: | en ara Ig ci, 02d its bow. Sate Sado he 8 .50 35 
¢ HOW TO SELL COLOR, BLACK AND WHITE TV | Television ...... i Ee 1.00 
Most comprehensive brochure of its kind ever published. Make Refrigerators, Freezers, Compacts. cece eeens .... 1.00 75 
your store THE color TV headquarters. This 24 page booklet shows i ——— Dish Washers, Disposers.............. -+s++4+ 1.00 75 
are ot ® | atone... ee 
Guaranteed to stimulate your radio sales. iy 3 SURO Re hecemnneneae: ~ ame 
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The jungle warfares of competitive 
pricing get a little more ruthless day 
by day. The Federal Trade Commis- 
sion, already embroiled in both man- 
ufacturer and retailer test cases on 
“deceptive” pricing practices, recent- 
ly hardened its line still further with 
a new ruling on price discrimination 
under the Robinson-Patman Act. Un- 
der the new ruling, a manufacturer 
(in this case, Sunshine Biscuits, Inc.) 
will have a tough job of defending 
himself against a discriminatory pric- 
ing charge merely by asserting that 
he cut his prices “in good faith” to 
meet those of his competition. 


Up to now this ‘‘good faith’’ clause of 
the Robinson-Patman Act, usually pro- 
vided a secure defense against FTC 
complaints, even though burden of 
proof was on the defendant. But now 
the commission has ruled that such 
price discrimination only applies 
when a manufacturer is fighting to 
retain his old customers, but not when 
it is used as a weapon to attract new 
ones. 

What the commission is saying, 
in effect, is that it is unlawful to 
make “aggressive” price cuts under 
the “good faith” clause, but that “‘de- 
fensive” cuts are within the law. And 
so an already muddled Robinson-Pat- 
man Act is likely to become even 
more so in the future unless the Con- 
gress acts to amend it—an action 
long over-due. 


As a matter of fact, there is con- 
siderable agitation in the business 
fraternity, as well as in Congress, to 
do something about clarifying the 
much-fought-over provisions of the 
Act, especially in light of the deter- 
mined stand the FTC is taking to en- 
force those controversial provisions. 
Robinson-Patman stems back to the 
depression year of 1936 when it was 
passed as an amendment to the Clay- 
ton Anti-Trust Act. Its intent seemed 
clear at the time. It was designed to 
stem the rise of chain store competi- 
tion, whose lower prices were threat- 
ening to put a lot of small independ- 
ents out of business. 

If chain stores were in a position 
to put pressure on their suppliers for 
more favorable prices and pass those 
savings on to the consumer, it seemed 
obvious that a law designed to equal- 
ize the buying power of the chains 
and the small dealers would prevent 
the chains from becoming retail mo- 
nopolies. However, in the 25 years 
since the Robinson-Patman Act has 
been on the books, it is obvious that 
its original intent, to stifle the mount- 
ing growth of chain monopolies and 
protect the smaller dealer, has failed 
dismally. 

The chains have not only grown in 
size and importance, but the squeeze 
on the small independent merchant 
has become tougher than ever. 


The curious thing about the devious 
history of Robinson-Patman Act, which 
has been fraught with so many di- 
verse legal interpretations concern- 
ing the intent of the law, is that Con- 
gress could not foresee the growing 
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Robinson-Patman 
Needs Revision 


By LAURENCE WRAY, Editor 





power of the giant retailer. Enforce- 
ment of the law at the retail level 
was found to be virtually impossible. 
Therefore, the FTC decided to place 
the burden of enforcement on the 
manufacturer. 

Many manufacturers at first were 
known to welcome the law, because of 
the demands being made upon them 
for price concessions and advertising 
allowances by their biggest custom- 
ers. In many cases, they were able to 
tell them that such concessions would 
be in violation of the law. The facts 
of competitive life, however, dictated 
that such concessions had become 
necessary. 

Most manufacturers in business to- 
day would be forced to admit that, at 
one time or another, they have vio- 
lated strictures of the Robinson-Pat- 
man Act. 


The law, as “Printers’ Ink’’ point- 
ed out in a recent special report, has 
plenty to say on what a manufacturer 
must do to avoid gaining an unfair 
competitive advantage over his com- 
petitors. But only one brief subsec- 
tion of the law (f) spells out the 
retailer’s responsibility: “That it 
should be unlawful for any person 
engaged in commerce . . . knowingly 
to induce or receive a discrimination 
in price which is prohibited by this 
section.” The Federal Trade Com- 
mission, however, charged with the 
duty of enforcing the law, has found 
it almost impossible to move against 
retailers, and instead has concentrat- 
ed much of its fire upon the manu- 
facturers. 

The fact that many retailers have 
become as big or bigger than the 
manufacturers who supply them, and 
are therefore in a position to force 
both price concessions and advertis- 
ing allowances, is one aspect of the 
situation that Congress could hardly 
have dreamed would develop about a 
quarter of a century ago. 


Manufacturers are supposed to be re- 
stricted in three ways by the Robinson- 
Patman Act: (1) They must sell to 
all purchasers at the same price, un- 
less they can prove that their produc- 
tion costs vary when different quan- 
tities are sold, different selling meth- 
ods used, or that in “‘good faith” they 
have been forced to lower prices to 
meet competition; (2) a manufactur- 
er may not pay his customers for 
services such as co-op ad allowances 
unless similar payments are made 
available to all other retailers, pro- 
portionately; (3) a manufacturer 
may not provide any service or fa- 
cility to one retailer unless all other 
retailers are accorded equal services 
or facilities. 


“Obviously, the ‘‘good faith’’ clause, 
up to now a stout defense in price 
discrimination cases, has been bat- 
tered to the ground by the recent 
FTC ruling in the Sunshine Biscuit 
case. If Congress doesn’t act soon to 
rewrite the Robinson-Patman Act, 
they will, in effect, be making crim- 
inals out of most of the businessmen 
of this country. 
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electric, coal-wood 


or oil COMBINATION RANGE 
“TWO-IN-ONE” OVEN 


Here’s the kind of versatility that ‘“‘pays 
off” in any dealership. A fully automatic 
combination range with a coal-wood or oil, 
cooking top .. . in the most modern tem- 
perature controlled Electric Range manu- 













Bake and roast with coal-wood 
or oil alone, electricity alone, or 



























factured. in any combination with this 
King Size “DUO-OVEN” is heated by coal- TWO-IN-ONE” OVEN! 

wood, oil, or electricity individually or at f ions ween MONARCH 36 
he : ime. i i le 

the same time.. Bright chrome finish top INCH ELECTRIC 


Monarch’s exclusive duplex draft. Kitchens Ne See COMBINATION 


are cozy in winter — cool in summer. For k 
i i . es, 
complete information about our protected a Cooks, ba’ 






? heats — com- 
dealer franchise, write pletely versa- 
tile. Has giant 


6726.9 cu. in. 


MONARCH RANGE CO. _ sation aed 

section, an 

u—"" built-in’ coal- 

3811 Lake St.,— Beaver Dam, Wis | wood or oil 

heater section. 

MONARCH specializes in Rafiges. Manufacturers of the most complete 
line of Quality Ranges in the U.S.A. 






























































Tape it with you... 


ANYTIME-ANY WHERE 


with the fabulous new 


TAPE RECORDER 


e 2-Speed e Battery Operated 
@ Ali Transistor © Truly Portable 
Transitape needs no electric 
plug-in (works on ordinary 
mercury penlight cells). It’s 
easy to operate—just turn the 
dial to record (over an hour 
on a single reel of tape) or 
play back through the power- 
ful built-in speaker at a flick 
of a switch. For business or 
pleasure, you'll find 1001 prac- 
tical and enjoyable uses for 
Transitape. 


oniy 14.993 


(less bat.) with “mike”, tape, 


reels and case 


ELECTRONICS 
fe) ite) 7 -Nale), | 


777 S. Tripp + Chicago, lil. Astra Triumph 
Sonic II RECORDERS AVAILABLE MONOPHONIC AND STEREOPHONIC 


T his is the new General Electric 
Built-In Drop Door Dishwasher. 
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It holds more and washes cleaner. 4 will sell ike mad. + The 
whole big General Electric line, new for ’62, is loaded 
with sales appeal, and that means more profits for you. 
It has more exclusive features—including 3-way Washing 
Action, Flushaway Drain and a wider price range— 
from about *149%. 4 Still available for your Christmas selling season. 


BUILT-INS 
All three with Drop Doors 


MODEL SD-402—3-way wash- 
ing action, sparkling Rinse Dis- 
penser, biggest capacity under- 
counter model made. 

*washes, dries place settings for 
16 people. (Shown left and right) 


‘ > 





Se. - 
“= ee” 
ine Bit 


gtk 





MODEL SP-402—Top portable, 
holds more, washes better than any 
other. Lift-Top rack for easy loading. 
*washes, dries place settings for 15 
people. 


It is backed by the biggest promotion program 


For more information, write: General Electric Company, Appli- 
ance Park, Dishwasher-Disposall Department, Louisville 1, Ky 











y 2 | PORTABLE MOBILE MAIDS” 








MODEL SP-50W—Exclusive Power 
Shower, and Flushaway Drain... 
3-cycle pushbutton control. 
*washes, dries place settings for 12 
people. 


in dishwasher history! 
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MODEL SD-302—Exclusive 3- 
way washing action. 

*washes, dries place settings for 
15 people. 





_ a 


MODEL SP-202—Exclusive 2-way 
dishwashing action . . . exclusive 
Power Shower and Flushaway Drain. 
*washes, dries place settings for 12 


people. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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MODEL SD-202—Exclusive 2- 
way washing action. 

*washes, dries place settings for 
14 people. 


MODEL SP-102—Lowest price ever 
for a Mobile Maid.© Advertised at 
about $149.95. 

*washes, dries place settings for 12 


people. 
* NEMA Standards 
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CASWELL SPEARE pustisHer 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St.. N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., Rl. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bidg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 
PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 








England’s Happy Young Man 
Makes U. K. Dealers Angry 


John Bloom, 29, was broke three 
years ago. Today, he is managing 
director of Rolls Razor, Ltd., and one 
of England’s newest millionaires. 

He achieved this position by cir- 
cumventing the traditional method of 
selling washing machines to the pub- 
lic through dealers. The bearded 
young man has turned the English 
washer market on its heels. 

As a result of selling direct from 
the factory to consumers, Bloom esti- 
mates that he has taken 12% of the 
market. He says he is producing at 
the rate of 2,000 units a week, while 
total production from 17 manufac- 
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NEW AND EXCLUSIVE FROM DELMONICO 
This beautifully styled, neat, trim and compact powerful performer is the ideal companion for office, travel or personal use. Makes a wonderful gift, too! 


Quality Features of Delmonico's SPV-47: 


8” portable television. 8 aluminized picture tube. 14 tubes, 3 diodes. Cascode tuner. 3 stages of picture |.F.—2 stages 
of sound |.F. Adjacent channel traps. Completely hand wired chassis. All tubes accessible from rear of set. Chassis 
designed for effective heat dissipation. Front speaker for clear sound. Built-in telescoping antenna. Built-in carrying 
handle. Built-in earphone jacks for private listening. Two-tone grey color. Size: 12’°W, 12’'D, 7H. Weight: 17 Ibs. 


Made by THE VICTOR COMPANY OF JAPAN, LTD. Exclusively for 


Delmonico(5®)International 


YOUR PROFIT LINE FOR '62 


DIVISION OF THOMPSON STARRETT CO., INC. 
120-20 Roosevelt Avenue, Corona, L. I. - TWining 9-5959 


West Coast Branch: 5015 Hampton Street, Vernon, Los Angeles, California - LUdlow 3-3301 





turers should be 800,000 units for 
1961. His sales are approaching an 
annual rate of $15 million. 


What do dealers say about this ap- 
proach? “They hate us,” Bloom says 
matter-of-factly. That goes for pro- 
ducers, too. “Since we’ve come on the 
scene (their sales) have gone down.” 

If as Bloom claims, his two Rolls 
models sell from 35% to 55% below 
theirs, then there is good reason for 
the bad feeling. 

His prices on the two roll-around, 
twin-tub models, with combined wash- 
er and spin dryer, are $115 and $165. 

Now he’s looking to expand the 
line. EM WEEK interviewed Bloom 
while he was in this country seeking 
out U.S. manufacturers who would 
sell him automatic washer tools and 
dies, a few years old here, but new 
for England. He believes the auto- 
matic washer market will be ripe 
there in 18 months. 

Bloom also talked about, and saw 
great potential for his newest ven- 
ture, production of thermostatically 
controlled heating units. Only 3% of 
England’s houses have central heat- 
ing systems, he said, and estimated 
that his electric heater, which uses 
light oil, would cost about $400 to 
install in a three-bedroom home, one- 
third as much as competing coal or 
oil systems. 


How does Bloom get the business with- 
out retail outlets? He advertises. The 
bearded wonder will spend 800,000 
pounds (about $2 million) next year 
in “all press advertising—no TV.” 

He uses coupon ads to bring leads. 
Upon receipt of a coupon, Rolls mails 
the consumer a catalogue and advises 
him therein that a demonstrator will 
be calling within two weeks. 

Bloom also offers a two-year parts 
and service guarantee. “Everyone 
else,” he stressed, “gives one year.” 


How did he get into it? While selling 
Dutch-made washers door-to-door, he 
decided to go into business for him- 
self, got a firm in Utrecht to manu- 
facture for him, and marketed his 
first washer, called the Electromatic, 
which he advertised for $144. The 
initial ad drew 8,000 inquiries and he 
began to sell 500 units a week. 

In order to cut costs by producing 
in England, he approached the estab- 
lished Rolls organization with an or- 
der to manufacture 25,000 washers. 
Rolls in turn, appointed him its man- 
aging director. Now he controls both 
companies. 





J. Bloom: Thorny problem for dealers. 
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1962 Freezer- 
Pius-Refrigerators 


Slip-on-door panels of wood, plas- 
tic or satin chrome and a completely 
automatic ice-maker highlight the 
1962 “engineered-in-the-home” freez- 
er-plus-refrigerators. 

Nine new models incorporate the in- 
terior and engineering refinements 
that reflect the users’ study made 
last year of hundreds of families 
using refrigerator-freezer combina- 
tions. The new units have been de- 
signed to hold as many as four 1- 
gal. bottles of milk on a shelf placed 
at convenient tabletop height, within 
easy reach. 

A meat-keeper designed to hold 12 to 
14 lb. meat at correct temperature 
and humidity; individual butter, 
cheese and egg compartments locat- 
ed close to each other are incorpo- 
rated in all 1962 models, with but- 
ter, cheese and egg trays placed on 
door, one above the other. Egg trays 
are removable and hold 2 doz. eggs. 
Melamine butter dish is “conveni- 
ence-designed” for table use and 
features a novel gripping surface 
for easy placement in and removal 
from butter compartment. 

Other ‘‘convenience-designed” im- 
provements are lights in both freez- 
er and refrigerator sections; special 
cheese keeper; vegetable crispers; 
tilt-out fruit bin; beverage shelf 3 
in. deeper for tall bottles, is made 
of metal. 

“Frost Magnet,’’ which completely 
eliminates frost and defrosting is 
available on 6 “‘Free-O’-Frost” units, 
(FF98, FF105, FF125), including 3 
ice-maker models (IM98, IM105, and 
IM125). The ice-maker produces a 
constant supply ef ice cubes, auto- 
matically replenishing used cubes as 
needed. The entire ice-making proc- 
ess includes filling a special ice 
bucket with water and ejecting hard- 
frozen, dry cubes into their own 
special container automatically and 
cogtinuously. 

Each combination has _ glide-out 
baskets located on bottom shelf for 
easy access; magnetic gaskets on all 
doors give tighter sealing and elim- 
inate tugging and slamming. Com- 
pressors on all Free-O’-Frost models 


repusLic Aluminum 


Nine new aluminum room air 
conditioners are announced by Re- 
public Air Conditioning Co., Div. 
Republic-Transcon Industries. 

“Tested in the hottest weather in 
hottest, sultriest part of the coun- 
try they are designed for year 
round, heavy duty service anywhere 
in the world.” 

The Republic Aluminaire line con- 
sists of 9 models ranging from 5800 
to 32,000 Btu capacity. The units up 
to and including 11,400 Btu will 
operate on “plug-in” 115v; each is 
lightweight with practically all parts 
except motor, compressor and base 
pan made of aluminum. Oversized 
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have been increased from % to 
l, hp; front air intake and exhaust 
grill on all units has been redesigned 
to give freer airflow. Capacities are: 
FF105, 14.8 cu. ft.; FF98, 15.8 cu. 
ft; FF125, 16.4 cu. ft. FPR95 com- 
bination is designed for space con- 
stricted small home owner or apart- 
ment dweller; has 13.9 cu. ft. total 
capacity; is 60 in. high; stores 182 
lb. frozen foods. FPR98 has 17 cu. 
ft. capacity with 290 lb. freezer; ex- 
tra freezing coils attached to prime 
freezing shelves assure Amanamatic 
freezing in all combinations; both 
sections are in the regular Amana 
cabinet. Fingertip accessibility is a 
feature, with more than 50% of food 
stored in freezer and refrigerator 
units visible and readily available. 

Amana 1962 freezers include 5 up- 
rights and 4 “Deepfreeze” chest 
models. Every 1962 model offers the 
advantages of fast contact freezing 
which freezes food up to 214 times 
faster; freezing coils attached di- 
rectly to the prime freezing surface 
achieve the fast-acting freezing. In 
addition, the “Stor-Mor” and _ all 
Deluxe units feature a new extra 
freezing coil added to the bottom to 
maintain greater accuracy in low 
temperature control. Complete elim- 
ination of frost is combined with 
contact freezing in the new Free-O’- 
Frost No. FF16, which features the 
“Frost Magnet.” FF16 has 15.9 cu. 
ft. or 557 lb. capacity. All other up- 
rights except FF16 provide a new 
free-draining defrost feature which 
completely eliminates the need to 
remove defrost water by hand. 
Other features include _ interior 
lights on all uprights by D13; ad- 
justable temperature control moved 
from exterior to inside front. D18, 
17.6 cu. ft., 618 Ib.; and D23, 22.6 
cu. ft., 791 lb. are new models de- 
signed to meet need for more frozen 
food storage. In addition there is 
D13, 12.9 cu. ft., 452 Ib. All have 
easy-to-stock door shelves; glide-out 
baskets are in D18 and D23. All 
models have “glacier” blue and 
white interiors. The Stor-Mor door 
featured in S23 has 22.6 cu. ft. ca- 


Air Conditioners 


evaporator and condenser coils of 
copper tube-aluminum fin construc- 
tion are featured in all models. All 
are weather-proof, vibration-free, 
vandal-proof. Most are designed for 
simplified installation through-the- 
wall or in a window, using standard 
equipment installation kit boxed 
with unit; simplified “wall sleeve” 
kits are available at nominal cost. 


“Alumin-Guard” housing of em-’ 


bossed aluminum, encloses every 
unit to provide greater protection 
from elements. Republic Air Condi- 
tioning Co., Div. Republic-Transcon 
Industries, Dallas, Texas; other plants 
in Los Angeles, Portland, Erie. 
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Amana “‘convenience-designed” freezer-plus-refrigerator 


pacity or 791 lb. The sliding food 
dispensers are adjustable to any 
standard size package. A _ handy 
juice rack holds 18 cans in the door, 
plus a special “left-over” shelf with 
vapor-proof containers and a “des- 
sert bar.” New to the 4 Deepfreeze 
chest models is 1T110, economy- 
priced model with 385 lb. capacity; 
a newly developed counter weighted 
latchless lid is standard. Other fea- 
tures include automatic temperature 
control; zero deg. storage tempera- 
ture. DF110A is an 11 cu. ft., 385 
Ib model; DF180A holds 609 Ib. in 
17.4 cu. ft.; DF240A, holds 833 lb. 
in 23.8 cu. ft. space. Automatic in- 
erior light which switches on as lid 
is raised and a key lock in lid are 
featured. Amana Refrigeration, Inc., 
Amana, lowa. 











Amana D-23 deluxe food freezer 
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HAVE US UP IN 
THE AIR 


Chartering giant airliners to speed shipments of your 














vastly increasing orders for radios because 
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by MATSUSHITA 


we did not realize how fast and how many of you smart 


buyers would switch to 7777 - by Matsushita— and 


eS come 





deluge us with so many big, really big reorders. 


Your demand for our products has been far greater than we could have ex- 
pected. Only now do we know how many dealers want to make a real profit 
selling radios: PANASONIC radios by Matsushita. 

With our network of franchise dealers expanding so much more rapidly 
than we anticipated, we have accelerated our program to bring customers 
into your store and move our products off your shelves. This Fall our major 
consumer advertising program starts with a full page, full-color advertise- 
ment to appear in LIFE Magazine right after Thanksgiving. 
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T-7 TINY SHIRT POCKET 
MINIATURE Mf HIGHEST 


7 transistors plus 2 diodes 
$29.95 $29.95 


bg Bagi gal THE FINEST “6” 
& transistors plus 2 diodes 








T-66 MOST EXTRAORDINARY 
3-BAND TRANSISTOR SET 

EVER OFFERED 
Standard-Broadcast/Short Wave/ 
Marine Ba 

8 transistors plus 2 diodes 


$74.95 


win 


Choice Uf Ju Wilds 'Yilast Duserininating Jistuwts 
* 


Internationally acknowledged to be the finest by far — now in 89 countries 





MODEL RQ-114 ALL NEW, FULLY 
TRANSISTORIZED TAPE RECORDER 


782 HIGH FIDELITY FM/AM SET 
IN LOVELY WOOD CABINET 


$129.95 $69.95 


Listening toa PANASONIC radio by Matsushita is a delightfully 
different experience. You hear an entirely new dimension in sound 
that’s so vibrant, you say it’s alive. Highs are clear as crystal. Middle 
register is smooth and natural. Bass is deep and solid. It’s the sound 
heard ’round the world because it’s the world’s finest sound. 


SEE AND HEAR PANASONIC RADIOS BY MATSUSHITA, NOW 
FEATURED AT QUALITY STORES THROUGHOUT THE UNITED STATES. 


PANASONIC radios, made by Matsushita Electric, Japan’s largest-by-far manufacturer of 
consumer electronics and appliances, are known as National in Japan and 87 other countries 


Matsushita Electric Corp. of America 1961 
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by MATSUSHITA 


T-30 AMAZING, ULTRA-POWERFUL 
FM/AM SET 
9 transistors plus 6 diodes 


Unique set that provides 
fantastic reception 


$79.95 


748 FM/AM TABLE RADIO 
THAT GIVES BIG, GLORIOUSLY 
CLEAR SOUND 


$39.95 


“PORTALARM” 1-92 7-JEWEL 
WATCH ALARM RADIO 
6 transistors plus 1 diode 


$49.95 


The secret is an amazing advancement in the development and 
engineering of both components and circuitry, achieved only by 
Matsushita. That is why no other radio, size for size or price for 
price, can match the vibrantly alive sound of PANASONIC radios 
by Matsushita. The sound heard ’round the world. 


NL 





ADVERTISED IN 


Full Page, Full-Color advertisement in [ F c 
One of the high notes in PANASONIC by Matsushita's big consumer advertising program which 


includes saturation FM radio campaigns and powerful cooperative newspaper campaigns. 


If you, too, want to make real profits selling 
radios, write or phone today for details about 
the products, policy and program that’s made 
PANASONIC by Matsushita the hottest line 


in the country today. 


More and more dealers everywhere, large 
and small, are switching to PANASONIC by 
Matsushita, the line you live with happily. 


MATSUSHITA 


Electric Corporation of America 
41 EAST 42xp STREET, NEW YORK 17. N, Y. 
Telephone: MUrray Hill 2-6244 


PAN: 


NOD he cw You Con ve With Hopp 


Prices slightly higher in Canada. Complete stock on West Coast—8665 Wilshire Bivd., Beverly Hillis, Calif. Oleander 5-5160 
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Hotpoint 2-door 18 cu.ft. combo. 


new products 


CONTINUED 
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Hotpoint 14 cu.ft. combo with top freezer 





HOTPOINT 1962 Refrigerator, 
Freezers, and Range Lines 


Hotpoint’s 1962 refrigerator line of 
10 models is the largest ‘“No- 
Frost” and 2-door line in the com- 
pany’s history. For the first time 
the complete line is equipped with 
rollers and is specifically designed 
to follow 3 consumer trends: (1) 
preference for 2-door combinations; 
(2) demand for “No-Frost” freezer 
section; and (3) rollers attached for 
easy cleaning behind unit on all but 
SD50C budget model. 

No. CPF9OC, an 18 cu.ft., 2-door 
combination with a 210 lb. “No- 
Frost” bottom freezer has “Wonder- 
wall” insulation, and fits a 12 cu.ft. 
floor space. Features include alumi- 
num adjustable swing-out shelves; 
porcelain swing-out crisper; meat 
pan; extra half shelf; 2 swing-out 
baskets and an ice bucket in freezer 
section. A full width dairy storage 
area for cheese and temperature 
controlled butter, 3 shelves in refrig- 
erator door; 2 shelves plus a juice 
rack which holds 9 frozen juice cans 
in freezer door. 

Of the four 14 cu.ft., 2-door models 
only CN70C does not have the “No- 
Frost” freezer. The “No-Frost” mod- 
els include 2 bottom-mounted com- 
binations and 1 top-mounted model. 
Deluxe CPF70C features a 151 lb. 
“No-Frost” freezer with adjustable 
aluminum swing-out shelves; porce- 
lain swing-out crisper and 2 swing- 
out freezer baskets; a meat pan, ex- 
tra half shelf; new dairy storage 
area in refrigerator door; extra 
storage shelves in refrigerator door 
as well as freezer door with 33% 
more storage capacity and a 9 can 
juice self service rack. Budget 14 
cu.ft. combination CNF70C has bot- 
tom ‘‘No-Frost” freezer; 151 Ib. ca- 
pacity; 2 sliding shelves; swing-out 
freezer basket; dairy storage area; 
2 porcelain crispers; extra storage 
shelves in refrigerator and freezer 
doors. 

No. CWF70C top mounted ‘‘No-Frost’’ 
has 105 lb. freezer; swing-out porce- 
lain crisper; single storage shelf in 
freezer door; 3 storage shelves in 
refrigerator door; meat pan; extra 
half shelf; aluminum _ slide-out 
shelves and full width dairy storage 
with butter spread control. No. 
CN70C is a full 14 cu.ft. 2 door 


20 


combination with ‘‘No-Frost” refri- 
gerator and many deluxe features of 
other 14 cu.ft. models. 

Two 13 cu.ft. combinations, CK F65C 
with “No-Frost” freezer and CK- 
65C with standard freezer each have 
105 lb. frozen food capacity; 2 por- 
celain crispers; extra door shelves 
in refrigerator door; sliding shelves; 
2 compartment dairy storage area; 
and large storage inset for eggs. 
“Compacts” introduced last year are 
retained in the 1962 line. They are 
28 in. wide; for builders, apartment 
houses, trailers, etc. The 2-door com- 
bination CK55C has 89 lb. zero de- 
gree, topmounted freezer; full width 
crisper; “No-Frost” refrigerator; 2 
compartment dairy storage; glide- 
out shelves; tall bottle zone; 3 inner 
door shelves on refrigerator door 
and a single inner door shelf in 
freezer. Two deluxe compacts, SD- 
60C, 12 cu.ft., and SD50C, 10 cu-ft., 
complete the line. 

Coppertone is a new color added to 
the pink, woodtone, turquoise and 
yellow colors available. A_ special 
brushed chrome kit for the built-in 
look is optional extra. 

A new chest freezer FK120C tops the 
1962 freezer line of 2 chest and 4 
uprights for 1962 (EM WEEK, Nov. 6, 
p27). 

Hotpoint’s 1962 range line includes 
7 30-in. models; 6 40-in. ranges; 5 
l-piece built-in “Town & Country” 
models and 2 series of built-in oven 
and surface sections, Customline 
and Custom Crest. 

In the 30-in. line, Deluxe style leader 
is RB75C with a 30-in. wide oven; 
automatic roast minder that cooks 
food to exact tastes and holds it 
until ready to serve; new rotisserie 
with skewer and frame supported 
by a broiler pan; Gourmet Guide 
metallic flip chart that guides owner 
in how to use automatic features; 
recipe heat spot-lighted pushbuttons 
that give 5 precise measured heats 
for all types of cooking; a 3200w 3- 
in-1 supermatic unit that provides 
4- 6- and 8-in. cooking patterns and 
acts as an “automatic” pot watcher; 
removable chrome oven floor; “stay- 
up” Calrod bake unit; removable 


Calrod broil unit; peek-in window in 
oven door; full width storage draw- 





er; reversible oven racks that per- 
mit 9 levels for cooking and baking, 
and an easily removable lift-off oven 
door for easier cleaning. 

RB65C has all the same features 
except im place of the 3-in-1 super- 
matic there is a non-automatic su- 
per speed 3000w Calrod, and there is 
no Gourmet Guide. RB75C and RB- 
65C available in white, pink, brown, 
turquoise or yellow. The balance is 
white. 

RB45C with a peek window and 
new rotmserie has many of the de- 
luxe features such as oven timing 
clock 3-in-1 supermatic;  pull-off 
door; pushbutton controls; auto- 
matic oven temperature control. 
RB37C and RB35C medium priced 
models are automatic, have recipe 
heat feature; oven timing clock; 
pushbutton controls; appliance out- 
let ; pull-off door. RB37C has a 3000w 
Calrod; RB35C, 2600w. 

Budget priced RB15C and RB13C 

are automatic with lift-off doors; 
pushbutton controls; autamatic oven 
temperature controls; full width 
storage drawers. 
The 6 40-in. models include 2 double 
oven and 4 single oven models. RC- 
86C, top of line leader has 2 ovens 
with automatic roast minder; Gour- 
met Guide; new rotisserie; 5-heat 
surface unit controls for recipe 
heats; Deluxe has 3200w 3-in-1 su- 
permatic; reversible shelves; remov- 
able chrome oven floors; time clock 
settings. RC56C, semi-deluxe double 
oven model has spot heat pattern in 
the high speed 6-in. surface unit; 
timed appliance outlets; removable 
knobs for easy cleaning; full width 
storage drawer; automatic oven con- 
trols. RC40C has a deepwell cooker, 
single oven, cluster surface units; 
extra side storage drawer; 3000w 
surface unit; pull-off door; spot- 
heat pattern in 6 in. surface unit. 
RC38C features cluster surface 
units without deepwell cooker. 

Completing the 40-in. line are 2 
budget models: automatic RC36C and 
non-automatic RC16C, with single 
ovens; divided tops; 2 storage draw- 
ers and 2600w Calrod units; and 
lift-off door. 

Only RC86C comes in pink, yel- 
low, turquoise, brown or white. 
“Town and Country” 5 new 1-piece 
built-in units feature RF47C Deluxe 
with twin tower automatically con- 
trolled; a rotisserie, pushbuttons for 
surface unit cooking; a 2600w Cal- 
rod and a pull-off door; 30-in. oven 
features a broiler that needs no pre- 
heating. Bake unit has_ stay-up 
hinge. Patterned window in oven 
door. 





Hotpoint drop-in with twin tower controls 





RF37C and RF35C twin tower models 
have 30-in. oven; 2600w Calrod and 
pushbutton controls. RF37C has a 
“peek” switch and oven window. 
RF35C has same features without 
“peek” switch and window. 

RF25C single tower control model has 
many deluxe features; tower con- 
trol has rotary switches and indica- 
tor lights for surface units. RV15C 
is 24 in. wide; has 3 surface units 
with rotary controls mounted on 
cooktop. Oven door panels are avail- 
able in white, yellow, brown, tur- 
quoise, pink, silver satin and Cop- 
pertone. 

Custom Crest built-in line has 3 
ovens and 1 4-unit sueface cooking 
section. RJ76A oven has a right 
hand vertically mounted control pan- 
el; RJ77A a left hand control panel; 
both ovens can be placed side-by- 
side for double oven flexibility. Fea- 
tures include an automatic roast 
minder; automatic temperature con- 
trol switches; indicator light; auto- 
matic oven timing clock; automatic 
ventilator hood that turns on when 
broiler is activated; mirrorized oven 
window and removable oven door. 
No. RL75C has automatic roast 
minder; rotisserie; mirrorized oven 
window; automatic oven clock; re- 
movable chrome oven floor. RU75C 
4-surface unit has Gourmet Guide; 
spotlighted pushbutton controls; 3- 
in-1 supermatic Calrod. Fits over or 
into any 30-in. space or counter top 
and has brushed satin finish; 4 elec- 
tric outlets and a minute minder. 
Customline series range from deluxe 
double oven model RJ85C with all 
the features. RJ65C deluxe single 
oven has rotisserie, meat minder; 
oven window, removable oven door 
and broil unit; and “stay up” bake 
unit. 

Medium priced RJ37C with win- 
dow in door; RJ36C without win- 
dow. Bugget priced single oven 
RJ15C has many of the same fea- 
tures. Six Customline surface units 
include new remote tower controls 
in 2 models. RU45C has a center 
mounted control; RU47C has a re- 
mote control tower that can be locat- 
ed on adjacent worksurface. Both 
have 3200w supermatic Calrod; RU- 
35C with remote control tower and 
RU37C are identical except they do 
not have the supermatic unit and 
removable trim rings. RU15C has 
a 2600w Calrod; rotary switches and 
3 6-in. surface units. All are avail- 
able in yellow, pink, brown, tur- 
quoise, white satin and the newest 
Fashion Finish Coppertone. Hot- 
point, 5600 W. Taylor St., Chicago, 
44, Il. 
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The Music Timer Model AK18 
has all the clock features of 
the others and adds a dis- 
tinctly styled cabinet—vernier 
tuning—and appliance outlet. 








The Night Lighter Model AK17 
has everything AK16 has and 
steps this up with top push- 
button control and exclusive 
PANELESCENT® glowing clock face. 








The Melody Timer Model AK16 
has all the features of AK15 
plus a Telechron® clock with 
sleep switch and buzzer alarm. 










The Star Timer Model AK15 
features a fully molded, two- 
tone cabinet — 6-tube per- 
formance—clock with auto- 
matic wake-to-music alarm. 
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Here’s a great new “stepped-up” clock-radio line that really makes some sense—and will make some 
extra dollars for you in the Christmas gift-buying season just ahead. 















Each of the four models—right up the line—offers just a few more tempting features for just a few more 
dollars. That’s your cue to step up the sale to every clock-radio shopper—step up your profit on every 
order. Added sales-clincher: every model is backed by Sylvania’s tremendous full year warranty on all 
parts and labor. 


You'll find the Sylvania quality buy-appeal features listed right under the sets—and you'll find your 
Sylvania Distributor ready to take your Christmas order now. Phone him today and make sure you share 
in the stocks available for Christmas money-making! ®Panelescent is a Sylvania registered trade mark. 





Quality you can bank on in TV, Stereo, High Fidelity and Radio Sylvania Home Electronics Corp., Batavia, N. Y. 
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GENERAL ELECTRIC ON TOP 





Model WA-1050W 


On top...with the dryer that 
double-checks itself 


Exclusive Compensated Control monitors temperature in the 
clothes AND in the air—double-checks for just-right dryness. 
Dries and DAMP-DRIES automatically. New GE Damp-Dry 
control permits clothes to be automatically DAMP-DRIED—ready 
for ironing—without automatic or hand sprinkling. 

Three automatic cycles—delicate, regular, heavy—plus de-wrinkle 
cycle for wash-and-wear. 

New Economy-Dry. Switches from High-Speed to Economy-Dry 
at a touch. Uses less electricity, saves money. 

















Model DA-1020W 
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giant loads truly clean. 


The 12-pound story is the biggest, hottest sales story in 
the industry—a General Electric story all the way, in every 
Filter-Flo model right across the line. And General Electric 


adds something new to the top of the line for ’62! 


20% more capacity than previous washers, saves 1 out of 


every 5 wash loads. 


The Mini-Basket (shown at right) is an extra washbasket 


for those small loads—little ‘‘washbowl’’ loads. 


Fits on top of the Activator" post. Washes automatically 
on any fabric cycle—cotton gloves or delicate slips, stock- 


ings or heavy wool socks. 


Uses % the water of the smallest load in the big wash- 
basket. Lifts off and stores away while the regular wash 


is done in the big basket. 


Famous Filter-Flo washing system for every load—for 
the Mini-Basket and all three water levels in the big bas- 


ket. You have 2 Filter-Flo washers in 1. 


*General Electric Trademark 


AGAIN! NOW 2 WASHERS IN 1 


| Big washbasket gets 12-lb. loads truly clean 


Again for ’62, General Electric is on top with the big 12- 
pound load—and with the washing system that gets these ll 


1962 General 
Electric Washer 









EF 4 hs dl IS FEATURES ... and a better-than-ever value step-up. 


Filter-Flo washing system for every washer, and every load. 
Keeps lint fuzz off clothes. 

Worry-free drain pump has separate sections for recirculation 
and drainage. Gets rid of pins, coins, etc. without clogging. 
Thorough activation. Spiral Activator is driven by heavy-duty 
1¢-hp motor. Shorter, faster stroke gives up to 43% more wash 


flexings than pre-12-lb. models. All this means cleaner clothes. 
Minimum vibration. Cable suspension system uses no springs. 


Basket does not sag even when full. The only fixed elements are 


the tub and frame. Operation is quiet and machine stays put 
even at high-speed, unbalanced load. 


Preset water levels. Load selector offers choice of three water 
levels (four levels with Mini-Basket). Works automatically dur- 
ing both wash and rinse cycles. 


Flat-to-wall fit. Washers and matching dryers are counter 
height and counter depth. Backs are recessed to accommodate 
plumbing and wiring connections. Built-in fit for washer and 
dryer saves as much as two square feet of floor space. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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GENERAL ELECTRIC 
1962 Air Conditioner Line 


Distinctive styling with a full array 
of features on every one of 6 basic 
models in 1962 line include multi- 
directional air discharge, washable 
filters; concealed controls, ventila- 
tion and fan speed and temperature 
controls that are simple and easy 
to operate, quiet operation: efficient 
dehumidification systems with daily 
capacities to 1614 gal. moisture. 
The 6 basic models range from a 
bedroom unit (No. RL301A, 115v 
7144 amps) with cooling capacity of 
6,200 Btu to a 16,300 Btu, 230v unit 
for multi-room whole house cooling. 
A survey of family needs revealed 


that 2 models would fulfill needs of 
those requiring standard 115v. The 


smaller of these 2 units, No. RL- 
301A, is designed for bedrooms, 
dens, offices, and offers “plug-in” 


convenience on existing 115v current. 
No. RL401A, 115v 12 amps, has 8,100 
Btu capacity for larger bedrooms, 
living rooms. 

Three multi-purpose units for homes, 
apartments, offices with 230v: No. 
RL501B, 9,300 Btu, a low-case com- 
pact for smaller areas: No. RH601B, 
12,500 Btu for complete living areas 
or entire medium sized houses; and 
No. RH801B, 16,300 Btu for multi- 
room or whole house cooling. 

No. HR581B, heat pump model is rat- 
ed at 10,000 Btu on heating and 
cooling. All 230v models are also 
available as 208v units. 

The 1962  Easy-Mount features 
smooth, quiet, easy operation and is 


available factory installed on 2 low 


case models, REL301A and REL- 
401A. In these models the compres- 
sor bolt is removed from outside of 
carton and frees unit from the skid, 
carton opens by pulling a tear tape 
and entire unit is ready for installa- 
tion in seconds. In kit form the 
Easy-Mount frame can be attached 
to any G-E low-Thinline. New side 
panels have small folding strips of 
aluminum held together with a flex- 
ible layer of Tedlar for weather 
tight installation. Panels pull out on 
either side of case to fit sash win- 
dows to 40 in. wide. 

The 1962 Porta-Cart can be moved 
from room-to-room and features an 
adjusting handle, to raise or lower 
the unit to window sill height, and 
a free moving carriage for easy in- 
sertion into most sash-type windows. 
General Electric Co., Louisville, Ky. 
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G-E 1962 multi-room, 16,300 Btu conditioner 

















“people-proof” 


BSR 


is So ruggedly simple...engineered 
for trouble-free performance! 


Built-in BSR is the world’s favorite record changer because it has what dealers 


and their customers want most. . 


. dependability! In portables as in consoles and 


combinations, BSR stands up to continuous, satisfying use by real human beings. 
BSR meets the highest fidelity standards of all “packaged” hi-fi . . . yet is so beau- 
tifully, simply and sturdily made, under precision controls, that it remains trouble- 


free and service-free for many years longer! That’s how built-in BSR... 
. Saves profits and friends for you! 


“550,000 play” changer . . 


the 


BSR meets the highest standards of fine “packaged” hi-fi 


® Plays at all speeds... plays all record sizes intermixed @ Light, skip-free tracking, as 


low as 242 grams, protects both records and fidelity 


compliance requirements © Hum-free, rumble-free shielded motor has extra power, pre- 


...tone arm adjusts to all cartridge 


cision balance, full rubber suspension « Concentrically weighted heavy turntable stops 
flutter and wow ® Completely tropicalized, humidity-proof « Detailed specifications, 


service charts and parts list on request. 
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Model P1900 


Again it's BSR in EMERSON .. . Portable Stereo Hi-Fi 
Phonograph — detachable speakers, two-tone case! 













Advertising the sets you sell in 


[ LIFE | LOOK [Post | 


and other leading publications 











ACME Compact Refrigerator 


The “Hostess”, a 2 cu. ft. electric 
refrigerator has a Tecumseh her- 
metically sealed unit; 3 full-sized ice 
cube trays; vacuum formed cabinets; 
Urethane foam insulation; drop- 
down door; comes in white, beige or 
black standard. Grained models at 
slight additional cost. Comes in table 
model or with legs: 24 in. wide, 1614 
in. deep; 18 in. high; (with legs 30 
in.). Aeme National Refrigeration 
Co., 19-26 Hazen St., Astoria 5, N.Y. 














TURBOMATIC Water Softeners 


A new series of water softeners for 
coin operated laundries where high 
flow rates and minimum pressure 
drops are essential; 4 models have 
softening capacities to 600,000gr.; 
flow rates of 45 to 150 gpm. Turbo- 
matic, Inc., Minneapolis, Minn. 
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Chrysler Airtemp heat pump No. 3103 











feature is the inherent protector in 
the compressor which guards against 
overheating. Chrysler Airtemp., 1800 
Webster St., Dayton 4, Ohio. 
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Cable Electric introduces a new line 
of Snapit Colortone Roto-Wheels. 
New models Nos. 1674 and 1675 are 
of translucent red plastic and each 
has a built-in polished reflector which 
permits use of a regular 100w house- 
lamp. Deluxe No. 1672, finished in 
gold, has a prismatic 4-color wheel 
which projects unusual patterns onto 
an aluminum tree. Has 4 rpm motor; 
on-and-off switch; 6 ft. cord; floor or 
wall mounting. Cable Electric Prod- 
ucts, Inc., Providence 7, R.1I. 


Waste King announces a new silver- 
ware basket featuring a snap-on lid 
for the center of its 3 sections to 
solve the problem of handling little 
things in automatic dishwashers. The 
enclosed section assures that the 














small items will be held in place 
away from the water heating mech- 
anism, while permitting detergent 
and wash and rinse water to circu- 
late freely within the basket. It is 
also designed to be self-standing on 


‘countertop while being loaded or un- 


loaded. Waste King Corp., 3300 E. 
50th St., Los Angeles, Calif. 
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Chrysler Airtemp furnaces 


CHRYSLER AIRTEMP 
Furnaces and Heat Pump 


Two electric furnaces designed for 
residential and small commercial in- 
stallations, and a packaged heat 
pump tailored to southern climatic 
requirements has been added to the 
1962 Chrysler Airtemp line of air 
conditioners, furnaces and _ heat 
pumps. 

The furnaces, designed for resi- 
dential and small commercial installa- 
tions are No. 4933, with 33,000 Btu 
capacity and No. 4966, 66,000 Btu 
per hr. Both furnaces utilize duct 
work, and are designed for hori- 
zontal, vertical or counterflow opera- 
tion. They contain a 3-speed direct 
drive blower. A space designed for 
a “slide-in” cooling coil is also avail- 
able. The original blower and blower 
motor are adequate for the added 
cooling coil. The addition of a cooling 
coil transforms the furnace into the 
indoor section of a split-system air 
conditioner or a heat pump. In the 
latter case the electric heat serves as 
auxiliary heat in the system. The 
location of the cooling coil upstream 
to the heat units insures the most 
efficient heat pump operation. Dimen- 
sions of both furnaces are the same. 
In a vertical position they are 291% 
in. wide; 1914 deep and 48% in. 
high. Chrysler also makes 59 models 
of restyled gas and oil-fired furnaces 
for 1962. 

No. 3103, packaged, all-in-1 heat 
pump has a 26,000 Btu heating and 
cooling capacity, and it expands 
Chrysler’s standard heat pump line 
to 4 models, (2 split systems ranging 
from 26,000 to 60,800 Btu cooling 
capacities). 

No. 3103 is designed to operate in 
summer temperatures of 120 degs. F. 
and winter ambient air of 10 degs. 
Drain pan heaters extend operation 
to colder northern temperatures. No. 
3103 will fit almost any type installa- 
tion, roof, attic, basement, carport or 
the ground. It can be flush mounted 
in an outside wall when exterior ap- 
pearance is important. No louver ap- 
pendages are required when flush 
mounted, since the air intake and 
discharge are located at the same end 
of the unit. Twin fan motors permit 
the continuous circulation of air 
throughout the conditioned space 
without the power consumption of 
condenser fan, and they also provide 
for maximum defrost cycling. 

A new condenser fan propeller and 
air passage arrangement reduces 
sound from the outdoor fan and a 
re-location of the indoor fan substan- 
tially reduces indoor noise. Another 
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A Frigidaire dealer talks about his franchise . . 


“ Best Buy was a 
best seller for me!” 


EEE 
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Department Store buyer, Jack Savidge takes a break in a busy day to talk about Frigidaire. 


“This was another great promotion from Frigidaire. Best Buy Days had 
everything. Excitement brought prospects in. Good reasons to buy, too. 
Plus urgency to buy right now, today. And they did! My sales increased 
20% over a year ago! So Best Buy turned into a best seller!’ 


Best Buy’s greatest asset was its retail focus. 
Frigidaire dealers really got into the act. And, like 
all Frigidaire merchandising programs, this sum- 
mer peak season effort was powerfully supported 
at every level. 


Jack Savidge is the buyer for The Lion Store, 
Toledo. His store’s been selling Frigidaire 
Appliances for over 20 years. 
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New Features: 


@ Top-End Tuning 

® Soft-Glo Channe! Window 
@ Visual Volume Control 

@ Hideaway Handle 

@ Tuck-a-way Cord Holder 


@ Front Removabie Safety Glass 
filter easy to clean 


New Styling 
@ Tapered Continental Shape 


@ Fiare-Front Picture Frame 


@ Fashion Moidéd Back 
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establishes a new standard of TV excellence...the ultimate 


in performance-—really new features, true styling elegance! 


ow, from PHILCO, comes the Town & Country; a truly great advance in portable television 
N design! No other portable approaches it... for beauty, features, reliability! Here, in this 
sleekest new portable are advanced High Performance Tubes, Circuits and Components never 
before offered in a portable! Here is the new Tapered Continental shape... the Black Beauty. 
garbed in gleaming black trimmed with polished chrome; or the rich, warm Saddle Mate, sheathed 
in leather-like vinyl in Saddle Tan with Champagne Gold! Here also is portable Television's great- 
est chassis—with Vivid Viston and Black-Level circuitry—to give you the most brilliant, realistic, 
dimensional picture ever packed into a portable. You must see 't jor yourself! You must palm its 
smooth, elegant patina, pat its fashion-molded, finished back—float a finger down its Flare-Front 


Spin it “round, walk it, watch it! 
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Top End Tuning. The ultimate 
in tuning convenié.ice 

Channel selector and tuning 
olelah 4ge)t- Mm eler-)¢-1¢ Mal 1-1 (al -mm Co) ©) 
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to tune strongest signa! 











PHILCO MODEL 3244 


the Black Beauty (Black Vinyl Clad and Chrome) 


. the Saddle Mate (Saddle Tan Clad and Champagne Gold accents) 


19” overall diagonal measurement screen; 172 sq. in. viewable area 





PORTABLE TV 


Visual Volume Control! indicator 
Slide ruie tuning for volume, in 
stantly telis level of sound visually! 
Scft-Gio Channel Window. Easy to 
see. illuminated 


Hideaway Handle. Teles opes 
lah codmor- Lelia) a8 28 -1aMmale) ahel-S-1iaale| 


The New Profile. Tapered, Con 
tinenta! Stviing, sim, trim, and 
elegant. the new shape of qual 


ity Portable TV 
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New High 
Performance 


@ Exclusive Vivid Vision picture- 
most brilliant ever! 

@ Black-Level circuitry for greatest 
dimension, contrast 

®@ Beam Booster circuit with 
Intensi-Tube ionger life 

@ New Electron Gun and 
Picture Beam Sharpener for 


finest pictures 


Ladder Gi'd Tuner for finest 
fringe area picture—-in town 


- arnt 
or country 


5 Safeguard Circuits 
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Pertormance jubes 
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Solid Copper O:rcuits—less 


service Costs 


Big Ad 
GF baskerceroue! 
Starts This 
Month! 


n seven leading mass. Class maga 
zines reaching over 36,500.000 
readers! PLUS pages in leading Sun 
day newspaper magazine sections 
listing dealers. Displays, ad mats 
scripts, the works to help vou 
put the PROFIT back in Portables! 
Your Phiico distributor nas the full 
story ... it’s sensational! 































Eager customers line up to get free coin-op dry cleaning at Todd’s grand opening. 


me Although the industry is in its in- 
fancy, quite a few units have been 
sold already (an estimated 25,000 
machines this year) and 32 manu- 
facturers are producing units. Ac- 
cording to industry sources, most of 
the equipment is being bought by the 
owners and operators of coin-op laun- 
dry stores. About 30% is being pur- 
chased by the professional commer- 
cial dry cleaners. In addition, the 
manufacturers are pushing hard for 
sales to chain supermarkets and de- 
partment stores. 


Appliance dealers have been slow to 
get in on the ground floor of this 
opportunity. The main deterrents to 
their entry into the field seem to be 


| How Dealers Enter Coin-Op 


v 





the lack of available space and the 
relatively high initial investment re- 
quired. When you add to this the 
growing legal hurdles that munici- 
palities are forcing on co-op units 
(EM WEEK, Nov. 6, p7) it is obvious 
this is no sure profit-maker. But it is 
something every appliance dealer 
should consider. EM WEEK reports 
here on two dealers who have gone 
into the business. 


A successful small operation was start- 
ed by Olmstead’s Appliance Center 
in Batavia, Ill., through the simple 
expedient of using space in this store 
that was going to waste. Lee Olm- 
stead installed a bank of machines in 
July and since then sales of appli- 









sells itself in seconds...try It! 


EXCLUSIVE BRIGGS & STRATTON 
“EASY-SPIN” STARTING SYSTEM! 


Cuts starting effort in half — and it’s yours 
on all current Briggs & Stratton engine models at 
no added cost! Improves safety too; lessens chances 
of accidentally tipping powered equipment when 
starting. “Easy-Spin Starting” is completely new 
... patented .. . exclusive. 

The secret: a unique cam designed to hold the 
intake valve open only 1/100th of an inch for a 
fraction of a second during the compression stroke. 
This tiny opening — precisely controlled — is just 
enough to bleed-off compression and cut the re- 
quired effort 50% at starting speed. Yet, at run- 
ning speeds, the engine develops full rated power. 

There’s nothing to get out of order — nothing 
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to adjust. ““Easy-Spin” is foolproof and tamperproof. 
A system even amateur mechanics can’t “throw out 
of kilter.” 

Try it yourself to appreciate the improvement. 
See if you don’t agree it’s a “natural” for clinching 
power-equipment sales! Look for the “Easy-Spin” 
label on all new equipment powered by Briggs & 
Stratton engines; every current model has it. 


BRIGGS & STRATTON 
most respected aeons in power... 


BRIGGS & STRATTON CORP. MILWAUKEE 1, WISCONSIN 
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“KOOL-BORE” 


- another engine 
exclusive from 
Briggs & Stratton 





Chrome-plated, aluminum-alloy 
piston . . . high silicon-copper 
aluminum alloy cylinder. “Kool- 
Bore”’ type engines from Briggs 
& Stratton are stronger —tough- 
er — cooler running — use less 
oil—need less service, and last 
longer! 11 million “‘Kool-Bore” 
engines have achieved an un- 
matched record of performance. 
And “Kool-Bore” is an exclu- 
sive Briggs & Stratton design. 


“sales power extras”- 
look for many of 
them on your equip- 
ment powered by 
Briggs & Stratton... 


¢ “Oil Foam No-Spill’” patented 
sealed polyurethane sponge 
air Cleaner 


¢ Gum-resistant, rustproof, 
epoxy sealed gas tank 


¢ Efficient, full-power 
carburetion 


¢ Reliable, sure-fire ignition 


* Vented crankcase protection ‘ 
¢ Wear-saving positive ; 
lubrication 












|} Dry Cleaning: Should You? 


ances have jumped 24%, mostly be- 
-ause of the constant traffic the dry- 
cleaners stimulate. In addition, he is 
making a neat profit from the dry 
cleaning. Olmstead decided to devote 
half the store—the space formerly 
occupied by his office and extra stor- 
age space—to the dry cleaners. 

He spent about $4,000 remodeling 
the area where the dry cleaners are 
installed. The seven dry cleaners cost 
about $3,000 apiece. “It’s an expen- 
sive proposition getting started,” 
Olmstead said, “especially when you 
have to buy the machines, not rent 
them. But I’ve no complaints. If 
things keep going as they have, I 
might add more machines.”’ The ma- 
chines have a 50-minute cleaning cy- 
cle and Olmstead charges $1.50 per 
cycle. 


To stimulate browsing among appli- 
ances, Olmstead makes change on 
the appliance side, right in the midst 
of displays of TV sets, washers and 
the rest. Since the opening, he is 
averaging about six loads per ma- 
chine per day—well above his break- 
even point of 30 loads. The appliance 
store is open from 8 a.m. to 9 p.m. 
with Olmstead attending the coin-op 
customers. His teen-age daughter 
handles the dry cleaning side during 
its two extra hours of operation to 
11 p.m. 


Servicing takes 114 hours each day 
for Olmstead. A pre-coat powder and 
a clarifying powder, both used to 
filter the cleaning agent, must be 
poured into the machine after 12 
cleanings. Since opening, Olmstead 
has used 300 gallons of the cleaning 
agent (perchlorethylene) at a cost of 
$2 per gallon. He was trained in 
minor servicing of the machine by a 
manufacturer’s representative who 
remained in the store for two days 
after the machines were put into op- 
eration. If any major trouble occurs 

none so far—a telegram to the 
manufacturer will bring a repairman 
within a day. 


Coin-op on a large scale is the theme 
for Todd’s Laundry and Dry Clean- 
ing Village in Wheaton, Md. Todd’s, 
a prominent Washington, D.C., ap- 
pliance dealer, describes it as the 
“world’s largest” coin operated fam- 
ily self service center. It has 60 auto- 
matic washers and 26 dryers as well 
as 32 dry cleaners. One of an esti- 
mated 1,000 Norge cleaning villages 
across the country, Todd’s opened 
with a bang two weeks ago with a 
big free cleaning offer. 


Todd's is not typical of most coin-op 
installations. Built for an estimated 
$250,000, it is located in a high-rent 
district, directly opposite from the 
Wheaton Plaza shopping center; most 
centers are located in medium or low 
rent locations. While customers wait 
for laundry and dry cleaning to com- 
plete their cycle, they can take ad- 
vantage of a host of auxiliary (and 
profit-making) activities. Included 
are a beauty salon, barber shop, tail- 
oring department, shoe repair and 
children’s entertainment center. Also 
available are free color TV and a 
bridge and club room equipped with 
coin-operated snack and refreshment 
machines. Todd’s is open seven days 
a week from 8 a.m. to midnight. 
Three shifts of attendants are on 
duty and parking is available for 100 
cars. Eight pounds of dry cleaning 
can be done for $2. 
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Todd’s and Olmstead’s are exam- 
ples of the extremes in going into the 
business, but they suggest common 
conclusions for dealers contemplating 
the move: (1) The initial investment 
in machines, real estate or remodel- 
ing, and promotion will be large; (2) 
the biggest operating cost will prob- 
ably be solvent, with labor and utility wart 
costs close behind; (3) attendants on A 
will probably be desirable, at least in 
the early stages when customers are 
unfamiliar with the machines opera- 
tions, and where local laws direct; 
(4) dry cleaners can stimulate addi- 
tional profitable business, either in 
established appliance sales or as the 
center of related coin-operated prod- 
ucts or services. 











Model NTF-1001 
The highest quality FM/AM 10 transistor, featur- 
ing a specially-designed convertor circuit for FM. 
a large 4” speaker for extra rich tone quality, 
exceptional reception and push button controls. 


ae {\_S—"~ Model NTF-901 


@ most sensationa 





Turn up the 
VOLUME for 
SOUND profit with... 


The transistor radios that ‘‘give’’ and ‘‘get’’ the 
best reception, from the smallest to the largest 
model...because NEC offers 


SELECTIVITY 
TONE QUALITY 
SENSITIVITY 
STYLING 
DEPENDABILITY 


+ PRICE = VALUE! 


Model NT- 870 


2 Band, all wave, pocket size, 8 tran 
sistor unit to catch accurately any 
distant waves with clear, distortless 
sound. Complete with telescopic 
antenna and other accessories. 






2 Band 8 transistor with built-in indicator for best tuning 
on standard or short wave listening - Model NT-880A 
overs BC 535-1605 KC/S, SW-A 3.9-12 MC/S, Model 
BSOM covers BC 535-1605 KC/S, MB 1.7-4.6 











Model NT-6M12 


The thinnest 6 transistor shirt-pocket — 
or handbag unit with bigger set per 
formance — packed in attractive gift 
box including complete accessories 
An ideal budget gift item. 








The rich tone from 
Cabinet with 4” speaker provides the 
ultimate in listening pleasure. 


Dual-face 
exciting colors: 5 
Performance unsurpa@ 6 tran- 
sistors. Gift packed with accessories. 


NIPPON ELECTRIC CO 


Write for complete catalog to 606 S. Hill Street, Los Angeles 14, California 
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ALL HEAVY WEIGHTS 

















EM Week’s sparkling array of January issues 
will set a sizzling pace for 62. The largest 
editorial staff in the business has been travel- 
ing, digging, probing and planning to supply 
30,000 retailers and 6,000 distributors with 
just the kind of news and know-how information 


they need and look forward to every Monday. 
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EM Week’s famous annual Statistical and Marketing issue will be 
more used and perused than ever before. Thousands of reprints are 
bought every year and, for the first time, advertisements will be 


positioned in this high reader traffic Statistical section. 


Start a bright New Year in the only publication edited for, bought 


and read by the Appliance-Radio-TV-Housewares industries — ex- 


clusively. 


Closing Date: December 13 


EM WEEK covers the Winter Market and presents two very good 
reasons for showing your line in this issue. 
1. Dealers who attend will want to review and recall what they 
saw. Help them buy, by displaying your products in this issue. 
2. Dealers who don’t make the Market will take the next best 
step. They’ll go through the pages of EM WEEK. 


Closing Dates: | Space Reservations— December 20 
Material Due— December 22 


Another top Housewares Show. EM WEEK will be there with another 
exclusive “Guide To The Show” —and all the ‘show-goers’ will have 
one. Copies will be distributed through hotels and at McCormick 
Place. Display your line in this one for sure. It will be dog-eared 
and thumb-marked by constant use. 

Closing Dates: Space Reservations— December 29 


Material Due—January 4 


A complete wrap-up of the Housewares Show. Dealers and distribu- 


tors alike will pay special attention to this one. 


Not exactly top secret, but another fine example of reporting at its 
best with the latest important news, features and product informa- 


tion. 
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/MARKET REPORTS 


EAST .. . PITTSBURGH—Two major 
food chains here have combined with 
three major appliance manufactur- 
ers to introduce a_ revolutionary 
method of selling appliances. 

Loblaw and Thorofare are the food 
stores. Norge and Sylvania are 
teamed up with Loblaw, and Philco 
with Thorofare. 

This is how the scheme works: 

Selected appliance dealers here are 
allowed space on the supermarket 
floor where they can display mer- 
chandise. A dealer salesman mans 
the space. A supermarket customer 
can buy appliances from this sales- 


man and arrange to pay for them, 
in whole or part, with tapes which 
customer receives for food  pur- 
chases. This scheme is designed for 
credit sales. Appliances sold in the 
supermarkets cannot be paid for 
with cash. 

For instance, if a customer spends 
as much as $42.59 weekly on food, a 
$10 payment on an appliance can be 
paid for in full with cash register 
tapes. If a customer spends less than 
that, she pays so much of what is 
due from her pocket, and the tape 
she turns in makes up the rest of 
the total due. 


In addition, however, the customer 
does pay for normal delivery, service 
and installation charges. 

Under the Philco plan, as soon as 
the purchase is made the customer 
signs a sales contract for the ap- 
pliance. The dealer gets his full 
normal price from the Philco Fi- 
nance Corp., a wholly-owned sub- 
sidiary of Philco Corp. 

Supermarkets are pushing the new 
plan with vigor. A Loblaw ad, for 
example, lures appliance customers 
to the food store by pointing out 
that normal food purchases can pay 
up to 100% of the cost of an ap- 
pliance. “And that’s a discount that 
just can’t be beat,” the ad concludes. 

Not all Pittsburgh dealers are 
happy about this new scheme— 
especially those who don’t carry 
Norge, Philco or Sylvania. 


“Why did this happen to us? 
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are building ever-increasing 
Consumer Acceptance for 
Japanese Transistor Radios 





FREE! Informative Retail Sales Aid 
“The World of Transistor Radios.”’ Write 
for your free illustrated copies to: 


BOOKLET “E” 

Box 2634 

Grand Central Station 
New York 17, N.Y. 


Japanese Electronic Manufacturers developed pocket-size transistor radios 
creating a sales boom for the radio industry throughout the world. 


Assuming the responsibilities for developing a new market the Japanese 
Manufacturers devoted their production facilities, engineering talents and 
superb craftsmanship to rigid quality controls and creativity in design. This 
combined effort has resulted in an ever-increasing demand by consumers, 


and highly profitable sales for dealers. 


To continually expand this growing market, Japanese Electronic Manufac- 
turers will maintain this policy that has contributed so much to the prosperity 


of the entire industry. 





AR 


AMERICAN RADIO IMPORTERS 
» ASSOCIATION, INC. 












Haven’t we got enough trouble?” 
one dealer yelled. 

A spokesman for Westinghouse 
Appliance Sales, the local distribu- 
tor, reported that his dealers hope 
the plan will be a flash in the pan. 
He emphasized that Westinghouse 
has no intention of going this route. 

A major Pittsburgh discount house 


took the news of the plan rather 
quietly: “It’s just one of those 
things,” the co-owner said. “The 


finance charges are still terrific and 
the customers will catch on.” 
Regardless of whether or not the 
plan catches on or how much busi- 
ness it grabs, dealers here were 
looking forward to a good, if not 
spectacular, Christmas selling sea- 
son. Appliance sales were generally 
running even with last year for this 
time of year, although a few dealers 
reported a downturn in October. 
Fellers, a three-store furniture 
and appliance chain, was especially 
pessimistic. After some pickup in 
September, the sales manager re- 
ported, “‘the balloon burst,” and sales 
started to founder again. He was 
expecting a Christmas volume of 
10% or so less than last year’s. 


SOUTH NEW ORLEANS—Many 
major appliance dealers in the New 
Orleans area were expressing con- 
cern over the failure of an antici- 
pated increase in sales to material- 
ize. Dealers reported some slight in- 
creases in business but not as great 
as had been expected. 

George Marcuse, president of the 
Radio Center, Inc., 2601 S. Clai- 
borne Ave., said, “Business is in- 
creasing slightly and has improved 
about 5% in the last two months 
over previous months, but we are 
finding profits down. I have found 
stereo sets moving well lately but 
my ranges and freezers seem to be 
off for this time of the year.” 

Jerome Lipscomb, operator of 
Lipscomb Appliances, 3955 Wash- 
ington Ave., said, “It looked for a 
while as though business was going 
to get really good, but then we fell 
into a let-down period. One day it is 
fairly good, the next day it’s off. 
We have had a fine business in color 
TV, and refrigerators have moved 
well in the last two months. Wash- 
ing machine and combination dryers 
are just now beginning to move.” 

A. J. Bartolotta, operator of Bar- 
to’s Furniture and Appiances, 2121 
S. Claiborne Ave., said business in 
the past month was running about 
10% or better than the same month 
last year and although the increase 
was small there were indications 
that it would get better. Washers, 
dryers and ranges were beginning 
to move, he reported, although TV 
and especially color TV business was 
way off. 


WEST... DENVER—A relatively slow 
business pace in the early part of 
November was viewed by some Den- 
ver appliance dealers as possibly the 
calm before a pre-Christmas spurt. 
The dip followed strong sales in 
October. Leonard Robohm of Robohm 
Appliance & TV reported his Octo- 
ber sales were “up substantially over 
October a year ago and that was one 
of our best months in 1960.” 
Combinations were continuing to 
be among his best sellers, Robohm 
said, with Admiral the most popular. 
Nessie Nides of Nides, Inc., at- 
tributed November’s slack start to a 
high level of trade earlier this fall. 
TV and stereo premier showings of 
new models pulled heavy traffic, she 
said, but sales were about even with 
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a year ago. Magnavox three-way 
combinations have been good sellers 
at the Nides’ stores. 

Color TV sets, especially RCA’s 
furniture models, were jeading the 
uptrend in over-all appliance sales at 
Colfax Radio and TV, Don Bowman, 
sales manager, said. “Sales have 
been quite a bit better than a year 
ago,” Bowman said. He attributed 
the over-all advance “‘to just a good 
economic trend in Denver as a 
whole.” 

Jim Taylor of Fraser &- Taylor 
Appliance & TV said October was 
“30% better profit-wise” than the 
like month a year ago, and while 
November “was a little slow start- 
ing, we seem to be in an uptrend 
that should give us a real good 
year.” Fraser & Taylor’s profit for 
the year over 1960 is up this year 
in the 7% to 8% range, Taylor said. 
Magnavox three-way combinations 
have been among the most popular 
products at his store, he added. 





Regional Briefs 


Oxford, N. C.—While JFD Electronic 
Corp. president, Albert Finkel, vis- 
ited Oxford concerning a new plant 
there, he noticed that the Battleship 
North Carolina was to be berthed in 
Wilmington and opened to the public 
as a permanent memorial. Finkel 
contributed to the program, sending 
it “over-the-top” financially. In ap- 
preciation “of personal interest 
shown and_ outstanding support 
given” the project, the governor of 
North Carolina, Terry Sanford, de- 
elared Finkel ‘fan Admiral in the 
North Carolina Navy.” 


Spokane, Wash.— Three electrical con- 
tractors and a Washington Water 
Power Co. salesman were awarded 
an elk hunting trip into the wilder- 
ness of northern Idaho for five days. 
They’re the adventurous winners of 
an electric heat sales campaign spon- 
sored by the Inland Empire Elec- 
trical League of Spokane. League 
manager George Gough said that 
during the nine-week campaign WWP 
gained 443 new electric heat custom- 
ers. 

Contractor winners were Don Mc- 
Grady, Rod’s Electric, Spokane; 
Stanley Kopezynski, Cottonwood, 
Idaho, and Ray Killon, Pullman, 
Wash. WWP winner was Earl Dav- 
enport, Davenport, Wash. 


Bakersfield, Calif.—G-E has built a 
TV picture tube warehouse and test- 
ing facility in 30,000 sq. ft. of space 
leased at 601 24th St. It will supply 
all tube sizes and brands currently 
in use, including color, for electronic 
parts distributors serving the West 
Coast market. N. J. Ramos, former 
supervisor of commercial service in 
Utica, N. Y., has been named man- 
ager. 


Toledo, Ohio—About 200 Ohio and 
Michigan Admiral dealers attended 
a showing given by Toledo Merchan- 
dising, distributors on Oct. 17. The 
following day, MecGranahan Dis 
tributing Co. held a special showing 
for 200 Zenith dealers. 


Des Moines, la.—‘‘A hatful of kitchen 
planning ideas” unfolded at the Iowa 
Power and Light Co.’s newly re- 
modeled street-level display area in 
downtown Des Moines. The public 
received free tips on kitchen plan- 
ning but no selling was done. In- 
stead, customers were referred to 
dealers to make purchases. 
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DISTRIBUTOR 
NEWS 


Distributor for RCA Whirlpool home 
appliances in the Houston area, 
J. A. Walsh & Co., has discontin- 
ued handling the line. Instead, Whirl- 
pool has established a new. Houston 
sales division to supply that area. 
The Walsh Co. had distributed RCA 
Whirlpool appliances since 1948. 

Jim Johnston, former sales man- 
ager of the appliance division of Dula- 
ney’s, RCA Whirlpool distributor in 
Oklahoma City, has been named 
manager of the new distributor 
division. 


Associated Radio Distributors has 
formed a new appliance division 
which will distribute Gibson room 


air conditioners in the San Fran- 
cisco-Sacramento marketing area. 
It’s called the Roarke.& Welch Di- 
vision, with E. F. “Ernie” Welch 
heading operations. Welch has been 
associated with Gibson in that area 
for over four years. Cecil Roarke is 
president of both the new appliance 
division and the parent company. 


Efengee Electrical Supply Co. of Chi- 
cago has promoted three top execu- 
tives. New chairman of the board of 
directors is Joseph Fink, formerly 
president of the company and an 
original founder when the company 
was formed in 1919. 

Succeeding Fink as president is 
Saul J. Weinress who moves up 
from executive vice president. James 
J. Ryan, associated with the elec- 
trical industry for 45 years, takes 
over as executive vice president. 


General Electric sales and distribu- 
tion for the metropolitan New York 
district has announced that John D. 
MacPherson has been named man- 
ager of advertising and sales pro- 
motion. His new position includes 
marketing administration and the 
supervision of minimum retail price 
maintenance. 

MacPherson joined G-E in 1956 
starting as a local sales counsellor 
and later taking charge of sales 
training for the metropolitan New 
York City area. 


Carrier appointed for the Kansas- 
Missouri area: General Heating & 
Cooling Co., Kansas City, Mo.; for 
the Indianapolis area: Hausman Steel 
Co., Toledo. 


Whirlpool— Huish Distributing Co., 
appointed for Salt Lake City. 
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Symphonic is first with built-in 
Multiplex Stereo FM Portables 
and Console Models... 





when you feature 
Symphonic phonographs 


And the reason is simple! Statistics reveal that 9 out of 10 
of your customers will buy within the Symphonic price range, 
19.95 to 349.95...and Symphonic gives you the greatest 
array of models that are irresistible in performance, style and 
value appeal. You’re always assured of fast-turnover when 
you feature and promote Symphonic. 


SYMPHONIC HI-FI STEREO 
CONSOLE FEATURE VALUE! 


Model 1753: Packed with features you 
can see and hear! Its 4444” width, 1412” 
depth and sliding front doors give it 
unparalleled eye-appeal .. . Its quality 
features deliver superior sound repro- 
duction. In Mahogany, Walnut or Limed 
Oak. And just look at the low suggested 
list ) 129.95 
Model 1770 with AM Radio. Suggested 
list 159.95 
Model 1773 with Built-in Stereo FM 
Multiplex Tuner and AM Radio. me 1 
list ete ni 





PHONOGRAPHS 


SYMPHONIC RADIO & ELECTRONIC CORP., 10 COLUMBUS CIRCLE, NEW YORK 19, N.Y. 








PEOPLE 


IN THEINEWS 





S. D. Leibowitt 
of Davega 


C. K. Rieger 
of General Electric 


Davega Stores Corp.—S. David Leibo- 
witt, who had served as general coun- 
sel for the company, has been elected 
president. Before joining Davega, he 
was associated with the New Haven 
Clock & Watch Co. and the Waltham 
Watch Co. 


General Electric—Charles K. Rieger 
has been appointed vice-president 
and group executive of the company’s 
electric utility group, succeeding 
Clarence H. Linder who will be a 
vice-president and consultant until 
his retirement in January, 1963. Rie- 
ger has been a vice-president since 
1953 and in charge of marketing 
services since 1959. : 


Radio Corp. of America—Robert L. 
Werner, former special assistant to 
the U.S. Attorney General, was elect- 
ed executive vice president and gen- 
eral attorney of the company. He 
joined RCA in 1947 as an attorney 
and became vice-president and gen- 
eral attorney in 1951. 

Carroll V. Newsom, who resigns as 
president of New York University, 
Jan. 1, 1962, has been elected to the 
RCA and National Broadcasting Co. 
boards of directors. He fills the va- 
cancy left by the death of Walter 
Bedell Smith. 


Westinghouse Electric Corp.—Richard 
J. Bittner, company sales executive 
in Wisconsin for the past 13 years, 
has been named district manager of 
Westinghouse appliance sales, Chi- 
cago. He succeeds Otis W. Means, 
who resigned. Bittner joined the 
company in 1948 serving as sales pro- 
motion manager for WESCO and 
consumer products sales manager in 
Milwaukee. 


Sylvania Electric Products—Stanley E. 
Miller has been chosen manager of 
the Fullerton, Calif., picture tube 
plant. He joined Sylvania in 1951 as 
a production supervisor. Previously, 
he was with Armco Steel Corp. as an 
industrial engineer. In his new post, 
Miller Marion F. Chetty 
who has been appointed as manager 
of foreign manufacturing operations 
for the company’s international di- 
vision. 


succeeds 


Rich Plan Corp.—W. Boone Goode has 
been elected president and chief ex- 
ecutive officer of the company, which 
sells freezers with a frozen food plan 
He has been executive vice president 
of Diversa, the parent company, since 
July, 1960. 


Lewyt Corp.—Donn Chatterton has 
been named supervisor of advertising 
and sales promotion and Donald Fer- 
guson has been appointed sales office 


manager. These promotions are in 
line with organizational changes 
which occurred recently when the 


Shetland Co. acquired Lewyt Corp 
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HOW’S BUSINESS? Here’s the answer for 26 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of 
dealer sales in the areas served by these utilities, the chart pro- 
vides you with an authentic, timely index of retail sales. It’s an 
ELECTRICAL MERCHANDISING WEEK exclusive. 


























Electric Room Air 
goa ge tee! page # = Refrig- Electric Water Clothes Dish- —Condi- 
i r ; erators Freezers Ranges Heaters Washers Dryers Washers tioners 
IN THE EAST 
United Illuminating Co. +55 +18 + 6 +41 +39 +47 + 38 +844 +55 
+23 +27 0 — 4 +20 +12 + 37 + 38 +26 
N. Y. State Elec. & Gas Corp. +10 + 4 0 o +2 -28 —- 3 +149 ° 
+10 + 6 + 4 +22 + 2 -10 + 7 + 1l . 
Jersey Central Power & Light +30 - 9 -—20 +31 +16 +3 - 6 +197 +16 
— 2 -— 1 —15 —12 — 2 —-15 —- 1 + 5 + 3 
New Jersey Power & Light Co. +27 +17 -23 + 4 +22 +38 2 +104 + 3 
— 2 — 6 — 6 -11 — 6 +15 + 12 - 2 — 7 
Philadelphia Eiec. Assoc. +16 +18 —26 +47 +25 Oo - 18 +287 - 1 
+ 8 +41 + 5 +17 + 4 -8 - 2 + 4 + 6 
Pennsylvania Elec. Co. +18 +28 +16 + 7 + 6 +10 + 35 +134 + 5 
— 5 — 2 + 4 + 5 —1l1 -—-9 —- 2 — 21 — 6 
West Penn Power Co. - 3 +26 - 3 +46 - 3 -18 - 9 + 21 - 8 
— 8 + 6 -— 8 +37 —13 -18 - 7 — 26 —13 
IN THE MIDWEST 
Dayton Power & Light Co. +29 +30 - 1 -29 +12 - 5 + 16 + 7 + 7 
—12 — 1 — 9 —27 —11 —-25 + 1 — 12 — 5 
Central Illinois Public Service -—10 - 1 + 4 —28 + 3 —-22 + 8 - 62 + 7 
— 1 + 4 — 9 —31 — 5 —23 + 3 + 7 — 3 
Kansas Gas & Electric Co. —10 - 7 + 1 —33 - 9 +19 + 8 - 43 +10 
—10 — 7 —13 —28 — 3 -10 + 8 + 1 —20 
Kansas Power & Light Co. - 1 -—30 +18 +73 + 1 + 7 * - 52 +18 
+ 3 + 1 + 2 0 — 5 —17 ~ — 27 + 5 
Nebraska-lowa Elec. Council +21 +29 -15 -19 +50 +83 + 43 — 54 + 1 
+31 +52 — 7 + 5 +41 +54 + 77 + 51 +13 
IN THE SOUTH 
Chattanooga Elec. Power Bd. -—16 -—39 +12 -21 - 7 -30 +197 7 +9 
—17 —27 — 3 — 7 —16 —23 + 26 — 40 + 5 
Nashville Elec. Service —25 - 1 - 1 - 3 ° - 2 ” - me 
— 7 —10 — 7 — 6 ° — 9 * “9 5s 
Florida Power & Light Co. +17 - 9 +19 +14 +54 +45 - 1 + 25 +17 
— 1 — 1 0 +27 + 3 — 4 —- 12 + 28 — 8 
Florida Power Corp. - 4 - 2 - 4 -12 +16 - 7 - 19 - 32 - 7 
—14 +17 —21 —23 +12 —-12 — 14 + 12 0 
Tampa Electric Co. — 1 +38 + 4 - 4 +22 —-45 + 54 + 20 +29 
—13 + 3 —1l + 3 — 3 —-19 + 13 —- |] +4 
IN THE SOUTHWEST 
Dallas Power & Light Co. +15 - 9 +13 = -11 +16 + 40 —- 84 +32 
0 +7 — 2 ’ —14 —- 5 + 1 — 25 — 6 
Gulf States Utilities Co.** * bg +15 - j -—- 2 * * * 
. ‘i + 1 +13 ¥ 0 = : ss 
E! Paso Electric Co. +11 —27 +63 -—25 ° —-20 + 45 + 12 +18 
—10 — 6 +5 —17 . +2 + 16 — 13 — 6 
Southwestern Electric Power - 3 +22 +14 + 8 + 2 Oo - 18 — 34 - 9 
+ 5 +10 +45 +64 + 2 +43 - 2 — 34 — 4 
New Orleans Public Service - 5 —27 -1l . -—16 +2 + 14 - 72 +23 
+ 6 — 8 —19 ” — 5 Oo + 2 — 30 +15 
IN THE WEST 
Idaho Power Co. - 3 - 6 -1l1 + 4 —10 +1 + 5 ° . 
— 2 — 4 —- 1 +12 —10 -18 + 5 ° * 
Pacific Gas & Electric Co. + 3 - 4 + 7 +12 +14 +5 + 30 + 17 -—- 7 
+9 — 4 + 7 + 2 + 5 +5 + 17 + 53 + 5 
Pacific Power & Light Co. - 1 - 2 - 4 - 9 + 6 -30 + 29 +166 - 9 
—11 —15 —14 — 2 — 4 —-17 + 5 + 81 — 2 
Washington Water Power Co.** —16 0 -18 ? +31 +2 + 18 + 69 +20 
— 4 + 2 —26 * — 8 —22 —- 1 + 89 — 9 
NATIONAL 
Sept. 1961 vs. Sept. 1960 0 + 5 + 3 0 - § =a oa a s = + 6 
9 Mos. 1961 vs. 9 Mos. 1960 0 + 3 — |] + 7 — 3 ae + § 0 ae 
0 No Change = Not Available 
i Figures listed are for August. Not included in national average. 
They continued to plug away and 


September Song Is Sweet 


There’s no question about it. 1961 
is the recovery year. After nine 
months of sales the picture is start- 
ing to take form—by Christmastime 
appliance sales will have matched, if 
not surpassed, the disappointing 
recorded in 1960. September 
told the story in no uncertain terms. 

On EM WEEK’S monthly panel of 26 
leading utilities from coast to coast 
the September picture shaped up this 
way: Only two appliances failed to 
and those that did 


totals 


register gains 


gave every indication of closing out 


But although 


1961 with a flourish. 





the recovery in economic activity 
since last winter has been substan- 
tial, with consumers, 


Government 


business and 
all contributing to ad- 
vance the pace of recovery that ap- 
peared toward the end of the sum- 

it may, according to experts, 
not be sufficient to pull 1961 out of 
the hole. The two-month period cov- 
ering August and September re- 
vealed only small improvements in 
personal income, production and em- 
ployment. These facts, however, 
didn’t seem to stop the steady ad 
vance of the major appliance sales. 


ELECTRICAL MERCHANDISING WEEK 


with only three months to go, ap- 
peared ready for a successful year- 
end sales drive. 

Four appliances appear a cinch to 
out 1961 on the plus side: 
Freezers, water heaters, dishwashers, 
and TV. Three others—refrigerators, 
ranges and air conditioners—are just 
about even with last year and could 


close 


go either way, while washers and 
dryers, down at 3% and 5% re 
spectively, will have to make sub 


stantial, if not sensational gains in 
the final quarter to match the 1960 
figure. Of the two, washers are given 
the chance to get 
under. The October 
give the answer. 


best from 


should 


out 
results 









































































































































Stocks and Dividends 1961 Close Close Net 
in Dollars High Low | Nov. 6 |Nov. 13] Change 

NEW YORK EXCHANGE 
Admiral 15Y/g 10% 14% 16 + 1% 
American Motors 1.20 21%, 16!/, 18!/g 19 + 
Arvin Ind. 1 28'/, 20 26!/, 27/2 5 aah 
Borg Warner 2 46!/ 35 aa 457g + ih 
Carrier 1.60 49 32g 42 40!/2 — i 
CBS 1.40B 42% 31l/ 36 383% + 2% 
Chrysler 1A 57% 53/7, 55\/, 52 — 2% 
Decca Records 1.20 47\/2 32 36/4 391/g + 2% 
Emerson Electric 1 BXD Bsl/, 50 79% 84 + 4%, 
Emerson Radio .37T 1634 11Y, 13 13%, + 
Fedders 1B 25, 17'/, 21% ng — 
General Dy. 1 45!/, 25 28%, 27/4 —! 
General Elec. 2 76% 60!/, 73% 76'/2 ae 
General Motors 2 51 40% 50% 53 a 
General Tel & El .76 32\/, 24 24%, 25 + 
Hoffman Elec. 295% 145% 163% 183% = 
Hupp Corp. 25F. 11% 7% 7% + + 
Magnavox 1 391, 35'/g 374% 425 + 4%, 
Maytag 2A 56l/, 52% 55%, 58 + 2%, 
McGraw-Edison 1.40 405 30% 35% 36g + 1%, 
Minn. M&M. .60 8758 70!/g 73'/2 73% — 
Montgomery Ward 1 34% 26% 31% 31% —% 
Monarch .04 18!/, 13% 17% 183%, + 
Motor Wheel 1 20!/2 i 13 141/2 + 1%, 
Motorola 1 68'/2 82 85!/2 + 3, 
Murray Corp. 30% 26'/2 26!/, 2755 + 3% 
Norris-Thermador 344% 18 24 235% — ¥ 
Philco 25, 17 22% 23", + 
RCA 1B 65% 49\/2 55!/g 58% + 3%, 
Raytheon 2.37T 44\/, 34% 37%, 37% + 
Rheem 23' 13! 14 14 + 
Ronson .60 25 12'/, 25's 24%, — * 
Roper GD 25'/2 16% 25 25% + % 
Schick 14 8Y/4 9 9% + % 
Siegler Corp. .40B 34 22 26%, 27 + | 
Singer 119% 107% 126% 1251/2 _ 
Smith A. O. 1.60A 374%, 26/4 2854 2734 — 1 
Sunbeam 1.40A 55/4 4534 50!4 51'/, al 
Welbilt .10E 1%, 4/, 4%, 44%, _ 
Westinghouse 1.20 50 38 39!/ 40'/4 +S 
Whirlpool 1.40 34% 26% 311, 31/ — ¥ 
Zenith 1.60A 201 97/4 192% | 201'2 + 8% 
AMERICAN EXCHANGE 
Century Electric 10%, 5%, 8\/, 8/4 as 
lronrite .25T 8/4 5 6% 6% 
Lynch Corp. 87T 12% 8/4 "/ 10'/, + 
Muntz TV 7 4 49%, 4Y/z + 
National Presto .60 31 12% 16!/g 16 _ 
Nat. Un. Elec. (Eureka) 4\/, 1% 2%, 2% —= 
Pentron 85% 2% 4, 5\/ + 1 
Proctor-Silex "2 5'/, 64s 7 + 
Republic Trans. 9 4, 5% 5 _ 
Thompson-Starret 4 1% _ 2%, 
Trav-ler Radio 7/2 4% 6l/2 6% + 
MIDWEST EXCHANGE 
Knapp-Monarch — oo 5y, 55 — 
Webcor — —_ 10!/, 10%, — 





TAKING STOCK 


A quick look at the way in which the 
stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 











A QUICK CHECK OF BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest |Preceding 
Month Month 
113 127 
18.2 18.2 
328 315 
274 272 
30 22 
120.4 126.4 
151.8** 152.9** 


18.3+ 


361.7+ 


25.7 + 


67.0 








17.8+ 


354.34 


23.1+ 


68.5 





Ago 
108 


18.1 


315 


19 


96.9 


138.7** 


22.84 


290 5. 
(August 1961 vs. 
August 1960) 


57.89% up 
(Sept. 1961 vs. 
Sept. 1960) 
24.25% up 
(Sept. 1961 vs. 
Sept. 1960) 





19.04} 3. 
(2nd qtr. 1961 


VS. 


352.74] 2. 
(2nd qtr. 1961 
vs. 2nd qtr. 1960) 
12.72% up 
(2nd qtr. 1961 


YS. 


67.8 1 
(Sept. 1961 vs. 
Sept. 1960) 





Year HOW THEY 
COMPARE 


4.63% up 


(Aug. 1961 vs. 


Aug. 1960) 
0.55% up 


(Sept. 1961 vs. 


Sep. 1960) 
4.13% up 


(Aug. 1961 vs. 


Aug. 1960) 
52% down 


9.44% up 





68% down 
2nd qtr. 1960) 


55% down 


2nd qtr. 1960) 
18% down 








A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Pa able in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock 


cash value on ex-dividend or ex-distribution date. 


uring 1960, estimated 





ANALYSIS: 


The market, as was 


predicted, continued to gain rapid- 
ly. Stocks rose on all fronts as new 
yearly highs were established and 
losses appeared minimal. On the EM 
WEEK chart the average rose to a 





age since January, 
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yearly high of 351% while the over- 
all market enjoyed the highest aver- 
1960. All this 


adds up to a bullish picture; how- 


ever, experts are pointing to infla- 
tion as probably the chief source for 
the upturn. Whatever the reason, 
though, the market is in good shape 
and will continue to remain that 
way, probably until the end of the 
year. Individual issues making news 
among the key 55 were Zenith, up 
834 points, and Emerson Elect. and 
Magnavox each up 4 or better. 











*New index being used. Federal Reserve 3 1 et (seasonably adjusted) . 


**Figures are for week ending Nov 
+Figures are for quarters. 


, 1961, and preceding week (revised). 


+ -+ Federal Reserve Bulletin figures (revised). 





A QUICK CHECK OF INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room 


DISHWASHERS .............5...-...05505. 


DRYERS, Clothes, Electric 
Gas 
FOOD WASTE DISPOSERS 
BENS PERSE IR) oo Bement 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(Excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in 


VACUUM CLEANERS 


WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 


WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 
WATER HEATERS, Gas (Storage) 





September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
. August 
8 Months 
Week Nov. 3 
44 Weeks 
July 
7 Months 
Week Nov. 3 
44 Weeks 
July 
7 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 


1961 
(Units) 


38,500 
1,369,200 
56,400 
430,600 
105,404 
504,528 
57,453 
261,608 
90,900 
609,000 
94,891 
820,791 
348,321 
2,088,373 
307,957 
9,778,265 
697,851 
5,088,031 
161,211 
5,179,906 
388,791 
3,027,975 
316,500 
2,647,700 
81,900 
644,300 
68,400 
528,200 
155,200 
1,083,500 
35,600 
260,400 
302,229 
2,384,577 
323,336 
1,970,636 
78,526 
516,175 
9,717 
76,115 
76,000 
571,000 
191,900 
1,923,300 








1960 
(Units) 


22,400 
1,378,100 
56,000 


417,100 


106,130 
538,380 
59,378 
287,424 
76,300 
581,600 
88,500 
844,000 
416,838 
2,517,260 
290,789 
9,006,447 
573,363 
4,451,721 
109,846 
4,982,966 
392,858 
3,050,385 
290,700 
2,709,300 
82,000 
652,500 
62,000 
509,600 
144,200 
1,123,500 
34,400 
259,600 
301,935 
2,487,986 
279,304 
1,913,304 
73,407 
556,267 
17,824 
118,895 
71,000 
553,800 
227,600 
2,116,400 


% 
Change 


+71.88 
—00.65 
+00.71 
+ 3.24 
—00.68 
— 6.29 
— 3.24 
— 8.98 
+19.13 
+ 471 
+ 1.22 
— 2.15 
—16.44 
—17.04 
+ 5.91 
+ 8.57 
+2171 
+14.29 
+46.78 
+ 3.95 
— 1.04 
—00.74 
+ 8.88 
— 2.27 
—00.12 
— 1.26 
+10.32 
+ 3.65 
+ 7.63 
— 3.56 
+ 3.49 
+00.31 
+00.10 
— 4.16 
+15.76 
+ 3.00 
+ 6.97 
— 7.21 
— 45.48 
—35.98 
+ 7.04 
+ 3.11 
—15.69 
— 9.13 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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It’s easy to see why Kelvinator dealers 
don’t have to sell on price alone! 


Yes, Kelvinator dealers have so much more to sell 
than price. 


Just look... 


A With Fabulous Foodarama, Kelvinator dealers 
sell Foodarama Living, a wonderful new way for 
the whole family to live better. Price is not deci- 
sive because customers buy the better meals, 
time and money savings and easier entertaining 
that Foodarama brings. 


B While some dealers sell ‘‘easier’’ oven cleaning, 
Kelvinator dealers show customers how they can 
eliminate this drudgery entirely! With Throw-Away 
Oven Linings, it takes only minutes and costs only 
pennies to clean the entire Kelvinator oven. 


C Kelvinator’s Foodarama Freezer is unique. With 
40% more food up front, it gives dealers the 





world’s most convenient freezer to sell. It’s the 
first basic advance in freezer design since the 
uprights. 

D Dealers sell reliability when they sell the Kelvi- 
nator washer—and have a 5-Year Parts Warranty 
to back up their story. And if that isn’t enough, 
they have the washing superiority story of Deep 
Turbulent Washing Action and automatic pre- 
scrubbing. 


E With the Kelvinator ‘‘No-Frost’’ Refrigerator- 
Freezer, dealers not only sell beauty and con- 
venience, but also savings in operation. It costs 
as much as $31.30 a year less to operate than 
other makes. This means more to the buyer than 
a price cut! 

With honest consumer benefits like these to sell, 
Kelvinator dealers close more sales with less 





emphasis on price. Naturally, this means more 
profits. 

In addition, they also make more profit from 
Kelvinator’s selective franchising, retail-minded 
sales activities and the savings in make-ready 
and service expense from the Constant Basic Im- 
provement program. It’s no wonder more dealers 
are selling more Kelvinator Appliances: they make 
more profit with Kelvinator. 


If you’re not satisfied with your profits, better 
take a good look at the Kelvinator story. 


Move Up With 
Ketwznator 


Division of American Motors Corporation, Detroit 32, Michigan 


ELECTRICAL MERCHANDISING WEEK 
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